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Birdseye  view  of  last  year’s  June  CES  at  McCormick  Place. 

Consumer  Electronics  Show 
prepares  for  60,000  visitors 


CHICAGO  —  Manufacturers  of 
handheld  electronic  games,  video 
games  and  personal  computers 
will  be  well  represented  at  the 
International  Summer  Consumer 
Electronics  Show,  expected  to 
draw  some  60,000  persons  to  Chi¬ 
cago. 

The  1980  Summer  CES,  the 
largest  ever  held,  will  take  place 
from  Sunday,  June  15,  through 
Wednesday,  June  18.  It  will  fea¬ 
ture  more  than  900  exhibitors  and 
utilize  more  than  550,00  net 
square  feet  of  space  at  McCor¬ 
mick  Place,  adjacent  McCormick 
Inn  and  the  Pick  Congress  Hotel. 

Sponsored  by  the  Electronic  In¬ 
dustries  Associations  Consumer 
Electronics  Group,  the  show  will 
also  include  a  number  of  special 
exhibits  complementing  product 
displays.  In  addition,  12  hours  of 
retail-oriented  CES  conferences, 
workshops  and  seminars  will  be 
presented  for  show  attendees. 

Sales  of  all  consumer  electronic 
products  hovered  around  the 
$15  billion  level  in  1979, 


mates  EIA.  In  its  1980  Consumer 
Electronics  Annual  Review,  the 
association  predicts  that  the 
scarcity  and  high  cost  of  gasoline, 
plus  other  inflationary  strains  on 
the  average  consumer  budget, 
“will  cause  consumers  to  turn  in¬ 
creasingly  to  home  entertainment 
and  new  uses  for  the  TV  screen’ 
this  year. 

The  “fast-growing”  electronic 
handheld  game  market  attracted 
many  new  manufacturers  in  1979, 
notes  the  review,  “yet  supply 
Continued  on  Page  S6 


1978 


$1  billion  business 
develops  in  6  years 


By  MILTON  SCHULMAN 
Exploding  into  a  SI  billion  busi¬ 
ness  in  six  years,  the  leisure  time 
electronics  market  is  expected  to 
grow’  another  25-30  percent  at  the 
retail  level  in  1980. 

Merchants  of  varying  types 
continue  to  make  long-term  com¬ 
mitments  to  this  quickly  emerg¬ 
ing,  major  sales  area  whose  con¬ 
sumer  appeal  stretches  across  the 
age  spectrum. 

Buyers  of  toys,  electronics  and 
sporting  goods  are  stocking  items 
ranging  from  $25  handheld 
games  to  video  game  systems  and 
new  personal  computers  retailing 
for  hundreds  of  dollars. 

In  mass  merchandising  out¬ 
lets,  leisure  time  electronics  are 
being  consolidated  and  sold  in 
specially  created  store  areas, 
where  they  can  be  effectively  dis¬ 
played  on  a  year-round  basis. 
Buyers  for  such  organizations 
have,  in  many  cases,  been  granted 
separate  budgets  that  allow  them 
to  become  properly  involved  with 
these  high-risk  items  that  yield 
such  unprecedented,  high  vol¬ 
ume. 

Independent  merchants,  too. 
report  they  are  gaining  extra  dol¬ 
lars  from  electronic  leisure  time 
products  that  have  dramatically 
captured  the  public’s  fancy. 


1979 


Retail  sales  of  non-video  elec¬ 
tronics  more  than  tripled  in  1979, 
their  fourth  year  on  the  market, 
reaching  an  estimated  level  of 
$782  million.  Persons  in  the  teen- 
Continued  on  Page  S12 

Chip  supply 
shows  major 
improvement 

By  BOB  CITELLI 
Leisure  time  product  manufac¬ 
turers,  who  have  been  unable  to 
obtain  enough  microprocessor 
chips  to  meet  their  production 
plans,  may  find  themselves  in  a 
buyer’s  market  by  1981  as  a 
result  of  various  factors. 

A  slumping  auto  industry, 
poor  housing  starts,  and  a 
general  downturn  in  the  nation’s 
economy,  combined  with  new’ 
initiatives  on  the  parts  of  the  chip 
suppliers,  should  combine  to 
greatly  ease  the  chip  supply 
situation  — at  least  temporarily. 

With  auto  sales  down  as  much 
as  30  percent  and  housing  starts 
at  an  all-time  low’,  chip  vendors 
face  somew'hat  of  a  dilemma. 
Demand  in  these  areas  is  not 
Continued  on  Page  S3S 
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The  above  chart  shows  leisure  time  electronic  sales  for  1978  and  1979,  as  estimated  by  NPD  Research .  Inc 
The  bottom  boxes  indicate  dollar  volume  by  age  groups.  ( More  sales  data  appears  on  Page  -SJ7V 
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There  is  a  special  need  tor  industry; 

because  great  confusion  still  exists  at  eve*^  *c  products;  what 

confusion  about  who  it  is  that  buys  leisure  identified  to  the 

constitutes  leisure  electronic  products;  how  they  are  ^^ent  or 

consumer,  and  how  the  consumer  can  fin  t  e  electronic 

retail  outlet  to  examine  and  buy  the  variety  of  leisure  electro 

products  that  are  quickly  becoming  available. 

What  is  the  background  of  the  retail  buyer  of  leisure  electrom 
products?  What  is  his  training  and  his  knowledge  of  the  highly 
sophisticated  merchandise  he  is  now  selling?  LEISURE  TIME  ELEC 
rRONICS  will  identify  these  buyers  as  they  emerge,  and  provide 
hem  with  clear,  concise  information  that  helps  them  do  their  jobs 
irofessionally  and  profitably. 

Our  direction  is  indicated  in  this  premiere  issue.  For  example,  we 
tave  devoted  an  extensive  amount  of  space  to  a  comprehensive 
lirectory  of  leisure  time  electronic  products  being  marketed  this 
ear  — organized  conveniently  by  product  classification.  Included  are 
rief  descriptions  of  the  items  and  promotional  plans  of  their 
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As  principal  editors  of  LEISURE  TIME  ELECTRONICS 


-  .  ^  are 

enthusiastic  about  being  involved  in  the  emergence  of  a  new  kind  * 

lifestyle  for  Americans- the  Age  of  Electronics.  _ 

We  have  been  reporting  the  development  of  the  leisure  S 
electronics  industry  for  four  years  in  TOY  &  HOBBY  WORLD  and 
are  well  aware  that  all  the  wonders  currently  visible  represent 
small  fraction  of  what  is  yet  to  come.  We  feel  privileged  to  -  able 
help  the  retailing  community  understand  this  importa:  pro-:., 
revolution,  and  create  meaningful  ways  of  presenting  t  ir  ;.r 
merchandise  to  an  extremely  broad  customer  base.  In  addition,  wel 
plan  to  keep  pace  with  the  new  technologies  as  they  devei  p 
We  will  be  discussing  aspects  of  leisure  time  tr 
merchandising  at  greater  length  in  this  column.  Meanwhi  we  • 
forward  to  meeting  buyers  at  the  June  CES,  and  hope  to  :ir  trom 
many  of  you  in  the  upcoming  months.—  Milt  Schulman.  t. 

Bob  Citelli,  Associate  Editor. 


1980  leisure  electronic  products  classified  by  category 

Directory  of  leisure  time  products  manufacturers  . 

Montgomery  Ward  mounts  special  electronic  game  section' 
Caines  People  Play  specialty  chain  opens  in  Houston 
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seemingly  cannot  keep  up  with 
demand.  Sales  of  handheld  elec¬ 
tronic  games  soared  to  $-450  mil¬ 
lion  at  manufacturers'  level  last 
vear,  estimates  the  publication, 
compared  with  SS5  million  in 
1977.  Electronic  board 


such  as  chess,  bridge  and  checkers 
are  also  providing  "sales  growth 
for  many  retailers."  according  to 
the  report  from  the  Electronit 
Industries  Association. 
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NEW  VIDEO  CARTRIDGES 

The  Annual  Review  notes  that 


programmable  video  games 
"shared  in  the  general  consumer 
interest  in  games  last  year.  Many 
new  cartridges  were  made  avail 
able  to  meet  growing  demand 
for  software."  Sports  cartridges 
remain  "very  popular  and  adven¬ 
ture  games  lead  sales  in 
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as  more  software  and  peripherals 
become  available.  Several  in¬ 
formed  industry  executives  look 
for  production  of  personal  com¬ 
puters  to  reach  about  600.000 
units  this  year,  at  a  value  of  about 
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vironment.  EIA  notes  that  the 
consumer  electronics  industry  is 
currently  on  a  "technological 
high,  and  that  the  end  result  of 
these  swift  technological  advances 
(an  often  be  seen  for  the  first 
time  by  a  mass  audience  at  this 
regular  exhibition. 

Other  CES  Special  Exhibits  will 
Continued  on  Page  S8 
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Summer  CES 

Continued  from  page  5; 
include  the  Retail  Resources  (\ 
ter,  featuring  retail  service 
izations.  An  International 
Center  will  be  headquart, 
an  estimated  5,000  0^^ 
visitors  to  the  show,  with  a  ? 
lingual  staff  in  attendance 
National  trade  associations^ 
have  exhibits  providing  ,peciaj 
services  to  members  attending 
CES,  and  some  50  industr.  pub 
lications  that  regularly  feature 
consumer  electronics  in  their  edi¬ 
torial  and  advertising  pages  will 
have  individual  exhibits. 

A  conference  on  the  Federal 
Communications  Commissions 
involvement  with  electronic 
games,  home  computers  televi¬ 
sion,  VCRs  and  video  di-.s  will 
be  held  Monday,  June  16.  from 
9  a.m.  to  1 1  a.m. 

A  retail  merchandising  work¬ 
shop.  to  be  held  from  2  4  p  m.  on 
the  same  day.  will  focus  on  idver 
tising,  direct  mail  and  st  re  dis 
play.  The  following  day.  I  <esdav 
June  17,  a  retail  managemen 
seminar  will  be  held  on  inventor 
management,  expense  control 
personnel  relations  and  $tor 
operations.  The  hours  tvi  thi 
conference  are  also  2-4  p.m 
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Hockey  game  promo 


CHICAGO  -  Waddingtons  House 
of  Games,  which  is  marNltin^ 
its  Electronic  Hockey  2  thi> Near' 


card 


plans  a  special  promotion 


keyed 


to  the  surprise  gold  medal 
of  the  U.S.  hockey  team  u  1 
Winter  Olympics  in  Lake  1  u 

N.  Y 

Each  copy  of  Electronic  H  *  ^ 
2  produced  this  year  will  c  l ‘  ^ 


the  manufacturer,  up^11 


of 


Electr° 


teams. 

Distri  bution  01 
Hockey  2  is  schedule^  1  ^ 
in  midsummer,  says  the 
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FCC  exempts  handhelds  from  pre-market  test 


WASHINGTON  The  Federal 
Communications  Commission  has 
exempted  handheld  electronic 
cames  from  regulations  that 
would  require  pre-market  testing. 

The  pre-testing  rules,  which 
now  become  effective  January  1 , 
1981,  instead  of  July  1.  are  in¬ 
tended  to  screen  out  electronic 
products  that  could  interfere  with 
radio  waves. 

Toy  Manufacturers  of  America 
had  petitioned  the  agency  for  the 
exemption,  arguing  that  hand¬ 
held  games  are  equivalent  in  their 
construction  and  parts  to  personal 
calculators,  which  the  FCC  has 
already  excluded  from  the  rules 
coverage. 

Aaron  Locker.  TMA’s  general 
counsel,  says  the  agency  has  also 


invited  him  to  file  for  an  advisory 
opinion  that  would  have  the  effect 
of  granting  an  exemption  to 
tabletop  games  as  well. 

I  he  FCC  has  also  extended 
from  July  1  to  January  1  its  target 
date  for  instituting  new  personal 
computer  interference  standards. 
The  six-month  extension  was 
granted  after  a  number  of  manu¬ 
facturers  held  that  they  were 
given  insufficient  time  to  redesign 
and  manufacture  complying 
products. 

The  commission  has  addi¬ 
tionally  extended  by  two  years  its 
compliance  deadline  for  new  per¬ 
sonal  computer  products,  and  by- 
four  years  its  compliance  dead¬ 
line  for  devices  currently  in  design 
and  production  stages. 
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MAKES  ELECTRONIC  ENTRY:  Leonard  G.  Sausen,  GAF  director  of 
marketing,  Pictorial  Products,  has  his  finger  on  the  winning  number 
of  a  giant  model  of  Melody  Madness,  the  firm’s  first  entry  into  the 
electronic  game  market. 


Mallory  &  Co.  changes  name  to  reflect  firm's  'present  thrust' 


BETHEL.  CONN. -The  cor 
porate  name  of  P.R.  Mallory’  & 
Co.  Inc.  has  been  changed  to 
Duracell  International  Inc.  to 
more  appropriately  reflect  the 
present  nature  and  thrust’  of  the 
company’s  business. 

Duracell  International  Inc.  is 
a  wholly  owned  subsidiary  of  Dart 
Industries  Inc.,  which  acquired 
P.R.  Mallory  in  late  1978.  The 
company  manufactures  a  variety 
of  high-performance  batteries 
sold  worldwide  under  the 
Duracell  trademark. 

Peter  G.  Viele,  president  and 
chief  executive  officer  of  Duracell 
International,  says  the  new  name 
designation  “more  aptly  describes 
the  company  and  positions  the 


Duracell  battery  business  as  a 
worldwide  franchise."  Addition¬ 
ally,  he  says,  “the  new  name  gives 
us  a  closer  relationship  to  our 
parent  company  and  a  commer¬ 
cial  advantage  in  our  relation¬ 
ships  with  those  outside  the  com¬ 
pany.’  Prior  to  the  name  change. 
Duracell  was  a  “group  operation 
of  Mallory,  which  itself  was  a  Dart 
subsidiary. 

The  names  of  Duracell  Inter¬ 
national's  principal  U.S.  divisions 
also  have  been  changed  to  the 
following: 

The  Duracell  Company, 
U.S. A.,  Bethel.  Conn,  (from 
Duracell  Products  Company). 
The  division  markets  and  sells 
Duracell  batteries  through  con¬ 


\TRODUCES  LEARNING  AID:  Michael  V.  Katz,  vice  president  of 
larheting  for  Coleco  Industries ,  is  assisted  by  New  Linco  n  (  100 
Indent  Shannon  Pettndge  in  demonstrating  company’s  new  t  ec¬ 
tonic  Learning  Machine  at  a  recent  press  conference  at  t  u 
attun  school  introducing  the  product. 


sumer  replacement  channels. 

Battery  Technology  Company, 
Tarrytown,  N.Y.  (from  Mallory 
Battery  Company).  The  division 
has  responsibility  for  the  com¬ 
pany’s  manufacturing,  engineer¬ 
ing  and  technical  sales  in  the  U.S. 
and  operates  plants  in  five  states. 

The  names  of  most  of  the  firm's 
operations  outside  the  United 
States  also  will  change,  with  gen¬ 
erally  the  name  Duracell  replac¬ 
ing  the  Mallory  designation. 

Fidelity  develops 
software  corporation 

MI  AM  I  —  Fidelity  Electronics, 
Ltd.  has  formed  a  new  corporate 
entity,  the  Fidelity  Software  De¬ 
velopment  Corporation. 

The  wholly  owned  subsidiary 
of  the  Miami-based  electronics 
firm  will  be  headquartered  in 
Paris,  France.  Tim  Scanlan,  a 
native  of  England  and  a  tormer 
consultant  to  Fidelity,  has  been 
named  general  manager. 

According  to  Scanlon,  the 
new’  corporation  will  employ 
several  ot  the  many  Euro¬ 
pean  programming  engineers, 
who  will  initially  work  on  develop¬ 
ing  future  generations  of  the 
firm's  microprocessor  bridge 
game,  the  Bridge  Challenger. 
They  will  also  work  on  computer 
applications  for  some  ot  Europe s 
unique  adult  games. 

Fidelity  Electronics  Chal- 
lender  line  ot  microprocessor 
board  games,  including  chess, 
checkers,  backgammon,  and 
bridge,  is  marketed  in  over  2500 
retail  outlets  worldwide.  The 
firm  asserts  it  is  the  world’s 
largest  manufacturer  of  self- 
contained  microprocessor -based 

board  games. 


Forms  firm  to 
produce  computer 
game  materials 

BALTIMORE -The  Avalon  Hill 
Game  Company  has  formed  a 
separate  new  firm  to  produce 
computer  programming  and  cas¬ 
sette  tape  packages  that  will  allow 
a  large  variety  of  games  to  be 
played  through  the  use  of  home 
computers. 

Eric  Dott,  president  of  the 
adventure  game  manufacturing 
concern,  reports  that  the  new  or¬ 
ganization  has  been  named 
Microcomputer  Games.  Inc.  and 
will  be  headquartered  here.  Tom 
Shaw,  executive  vice  president  of 
Avalon  Hill,  will  head  up  the  new 
company. 

According  to  Shaw  there  is 
"a  huge  new  market  developing 
in  this  field."  The  executive  vice 
president  explains,  "all  of  our 
research  indicates  the  strong 
probability  that  playing  games 
through  a  home  computer  will  be 
the  next  big  family  entertain¬ 
ment  activity. 

Shaw  refers  to  the  rapid  growth 
in  sales  of  relatively  inexpensive 
mini  computers  for  home  use. 
with  companies  such  as  Radio 
Shack.  Apple  and  Commodore 
PET  aggressively  promoting  a 
large  variety  of  computers  priced 
for  home  use. 

“Thus  it  was  inevitable,  he 
continues,  "that  these  home 
computers  would  be  positioned 
eventually  as  a  home  entertain¬ 
ment  medium  in  addition  to  their 
more  normal  functions. 

Microcomputer  Games.  Inc. 
says  it  plans  to  produce  “a  large 
variety  of  games  in  a  wide  lange 
of  subjects  in  many  degrees  of 
difficulty  and  complexity,  which 
should  appeal  to  practically  ever\ 
member  ot  the  family. 
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After  registering  phenomenal 
growth  in  its  initial  years  the 
leisure  time  electronics  market  is 
expected  to  show  retail  sales  gains 
of  25-30  percent  this  year.  Indus¬ 
try  persons  feel  that  supply  is 
beginning  to  catch  up  with 
demand  in  certain  sub-categories 
of  handheld  games.  Retailers  also 
report  that  the  downturn  in  the 
economy  had  some  effect  on  elec¬ 
tronic  game  sales  in  the  early  part 
of  the  year. 
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j  m  electronic  games  and  toys  utilizing  Texas 

nf  current  and  past* 

'  tMS  1000  chip- 


are  a  direct 


video  game  system  Qf  per 

link  to  the  oncoming  g  p  I 
sonal  home  computers.  W 
,he  video  game  system  «  - 

easing  our  customers  into 

home  computer  field,  "he  says. 

Using  a  separate  budget  and 
‘separate  accountability  iha 

does  not  affect  the  results  of  his 
other  merchandising,  kapicka 
plans  to  build  a  selection  featur 
ing  "at  least  70  percent  very- 
identifiable.  name-brand  mer¬ 
chandise.  He  believes  that  the 
first-floor  location  will  make  it 
easy  for  children  to  find  elec¬ 
tronic  games,  while  helping  his 


‘  We  re  not  looking  at  electronics  as  toys  anymore,  we’re 
regarding  them  as  adult  entertainment  items” 

—Don  Kapicka,  The  Broadway 


Most  buyers,  however,  antici¬ 
pate  good  sales  movement  later 
jn  'hr  year,  and  have  allocated 

,7  amounl‘  of  floor  space  to 
Insure  time  electronics.  In  fact, 
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gory’s  great  appeal  to  adults. 
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tiveness  in  the  field.  However,  he 
feels  that  the  higher  profitability 
that  can  be  gained  earlier  in  the 
year  will  balance  out  his  overall 
effort. 

“If  I  do  the  mix  right,  I  feel 
we  can  succeed,'  he  states.  “I 
think  electronics  represents  addi¬ 
tional  dollars  for  our  stores,  and 
brings  in  a  lot  of  new  traffic.” 

MAINTAINS  SAME  SPACE 

The  toy  department  at  Hess’s, 
Allentown,  Pa.,  has  been  involved 
extensively  with  electronic  games 
for  several  years.  The  chain  main¬ 
tains  the  same  amount  of  space 
for  the  category  year-round  —  30 
feet  of  running  stock  — and  early 
this  year  had  15  demonstrator 
units  in  operation.  Early-year 
sales  were  made  primarily  to 
upper  teens  to  adults,  notes  Bill 
Marine,  Hess’s  toy  buyer. 

Electronics  are  carried  in  a 
separate  area  near  the  toy  depart¬ 
ment.  Marine  reports  that  his 
stores  carried  60  SKUs  last  fall, 
but  because  of  caution  about  this 
year  s  economy,  he  was  going  with 
30-35  SKUs  early  in  the  year,  and 
expected  to  stock  fewer  items  than 
last  year  in  the  fourth  quarter. 

In  my  mix  this  year,  I  have  to 
go  with  last  year’s  winners  and 
play  the  new  ones  by  ear,  he 
says.  We  depend  very  heavily  on 
distributors.  In  that  way,  we  can 
bring  in  the  new  goods  in  small 
quantities,  to  get  a  feel  for  how 
they  will  do.” 

Marine  expects  supply  of  the 
Igh -demand  items  to  remain 
right.  “Football  will  still  be  a 
dinner,  and  sports  games  will 
Qminate,  he  says.  ‘‘Baseball  i^ 
getting  stronger.  But  space  seems 
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are  doing  more  selective  bum"' 

Higher  price  points  on'neve, 
products,  combined  with  lodau 
credit  crunch."  are  breed, ns 
caution  among  trade  buyers,  even 
though  they  remain  strongly  com¬ 
mitted  to  electronics  Despite  the 
obstacles.  “I  think  there's  enough 
attractive  product  out  there  to 
attract  the  dollars  states  Dvorin. 


“If  the  product  is  exciting 

enough,  it  will  be  bought  as  an 

all-family  purchase 

MORE  PRODUCTS  AVAILABLE 

“Manufacturers  expertise  hi 

increased,  he  states  -along 
their  confidence.  We  wont  see 
the  massive  shortages  ot  the  pat 
and  will  find  an  increased  supp  • 

of  continuing  products. 
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Electronics  have  increased  our  customer  ^rUiijer  1 
9-ye*r-old  consumers.  It  has  given  us 
eustoiners  than  we  ever  had  before  .  j^ingd*1 1111 

— Norman  Rosenberg,  King  Noun 


A  PRODUCT 

THAT  SPEAKS  FOR  ITSELF 

SELLS  ITSELE 


"YOUR  STEAK 
IS  READY!” 


‘UACKPOT!” 


II 


NOT  COMPUTE..’. 


Votrax  offers  the  first  phonetic 
voice  synthesizer  on  a  chip. 

That  means  we  can  give  you  a  very  large 
vocabulary  with  over  200%  less  memory 
than  any  other  voice  chip  supplier.  That  translates 
into  less  cost  from  Votrax,  the  world  leader  in  phonetic 
voice  synthesis.  We'll  work  with  you  from  product  con¬ 
cept  through  production.  We  can  provide  complete 
product  support  and  can  even  handle  the  complete 
electronic  package. 

With  Votrax,  you  won't  need  to  deal  with  silicon  chip 
vendors.  Because  you  won't  need  their  programming 
support.  You'll  buy  your  own  memories  and  do  your 
own  vocabulary  programming  with  a  simple  typewriter¬ 
like  keyboard.  And  the  more  you  do  internally,  the 


more  you'll  be  able  to  increase  your  secu¬ 
rity  during  product  planning. 

Features:  70  bits  per  second  data  rate 
□  22  pin  package  □  7  ma.  current  drain 
□  Built-in  amplifier  □  Single  power 
source  —  wide  voltage  supply  range  C 
Latched  inputs  with  5  volt  compatibility  □  External 
digital  pitch  level  inputs  □  Automatic  inflection  C 
On-chip  master  clock  circuit  □  Broad  range  of  voices 
and  sound  effects  possible. 

Let  Votrax  make  your  products  talk. 

A  Division  of  Federal  Screw  Works 
500  Stephenson  Highway 

Troy,  Michigan  48084 
RAA-XIRD 


See  us  in  Chicago  at  the  Consumer  Electronics  Show  June  15-18. 

A  few  appointment  hours  are  still  available  for  private  demonstrations. 
Call  Votrax  Marketing  Department  (313)  588-2050  today! 

Circle  No.  6  on  product  card 
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president  of  0f  Toys  chain 
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of  independent  toy  store 
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this  high  price  range 
itself  must  have  fea 
justify  the  price,  he  says.  O 
side  of  the  sports  category 
remains  strong,  many  of  t  ie 
that  play  more  than  one  game  se 
better.  These  items  have  the 
appeal  of  greater  diversity.  Pro¬ 
grammable  cars  are  also  appeal¬ 
ing  because  they  can  do  more. 

“A  product’s  uniqueness,  play¬ 
ability  and  appeal  sells.  Games 
with  a  strong  family  appeal  have 
wider  salability.' 

Along  with  these  factors, 
Rosenberg  takes  into  account  an 
item’s  packaging,  its  planned 
promotion  and  its  price  points  in 
making  his  merchandise  selec¬ 
tions.  “Another  factor  is  avail¬ 
ability  of  merchandise,  he  adds. 
“Some  firms  are  traditionally  late 
shippers.  We  prefer  to  have  mer¬ 
chandise  in  the  store  early,  so  that 
we  can  get  an  idea  from  the  con¬ 
sumer  of  sales  potential .  ” 

BOOSTS  ADULT  PROMOTIONS 

A  chain  that  promotes  toys  52 
weeks  of  the  year,  King  Norman  s 
has  recently  greatly  expanded  the 
amount  of  promotional  money  it 
uses  to  reach  teenagers  and 
adults.  Electronics  is  the  key  rea¬ 
son.  \\e  always  were  active  in 
adult  games,  such  as  backgam¬ 
mon  and  chess,”  relates  Rosen 
^  rg.  but  we  never  spent  thou¬ 
sands  of  dollars  a  month  promot- 

■ng  adult  games,  because  the  size 
ofoitfaudtenceriidn',  warrant  it. 
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g°ies  with  sales  of  high  ticket  elec 

ionics  such  as  video  games,  com 

putcr  chess  and  backgammon. 

MORE  COMPETITIVE  MARKET 

••In  the  past  few  years,  we’ve 
been  gaining  an  increasing 

amount  of  sales  from  lower  ticket 
electronics,  and  are  finding  our 
^Ives  involved  in  a  more  highly 
competitive  marketplace.  ^  says 

Gerst 
great 
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more 
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With  the  introduction  of  dec 

city  in  the  view  of  Jeff  Rochhs. 

president  of  Mattel  Electromcs^ 

•*At  that  time,  existing  non¬ 
electric  products  were  enhanced 
by  electricity  and  a  host  of  new 
product  categories  was  intro¬ 
duced,”  Rochlis  observes.  1  ne 
same  thing  is  happening  today 
with  microprocessor  technology. 

“Were  going  to  move  vers 
quickly  with  the  applications  of 
this  technolog)1,  which  will  spread 
to  many  aspects  of  our  life.  This 
will  make  possible  whole  nevi 
dimensions  of  products  and  ser¬ 
vices.  ’ 

Noting  the  explosive  growth  of 
the  electronic  handheld 
game  market  in  the  past  two 
years,  Rochlis  feels  it  is  not  ‘un 
realistic”  to  anticipate  a  ‘20-50” 
percent  volume  gain  this  yeaT  ui 
manufacturer  level.  "1  don’t  think 
consumer  credit  pressures  will 
h<ne  any  effect  on  items  priced 
under  $40  or  $50  at  retail.  \\ 
had  no  indication  that  thi 
unacceptable  price  point.” 

DIVERSE  DISTRIBUTION 

"v  Prc5em  distribution  pat- 

lr,h lur  h!ndheld  8ames  is  “fair- 
'  v<  rM  Rochlis  finds.  "Sports 
Sames.  lor  example,  are  sold  ex 
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Department  stores,  who  “like 
to  deal  in  new  trends  and  fa 
shions.”  have  become  leaders  in 
electronics  merchandising  con 
cepts  from  which  other  retailers 

can  learn,  he  notes. 

The  nature  of  selling  electron¬ 
ics  is  also  reshaping  the  approach 
of  self-service  merchandisers, 
such  as  the  toy  supermarket 
chains,  according  to  Rochlis. 
These  outlets  have  found  it  neces¬ 
sary  to  set  up  secured,  clerk- 
serviced  areas  to  display  their 
handheld  products. 

SPORTS  ITEMS  DOMINATE 

R  c  hlis  calls  the  sports  category 
rite  most  mature  sub-segment' 
handheld  games  field. 


in 
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neral,  he  believes  that 
exception  of  “a  few  dozen 
supply  and  demand  “will 
1  ’*  well  meet  this  year.” 

*  evolving  nature  of  the 
1  will  lead  to  a  “series  of 

sh,.i.!< routs,  Rochlis  believes.  “But 
everybody  shaken  out  this 
'  ■  at  one  or  two  newcomers  will 
enter  the  market.  The  technology 
behind  these  products  is  changing 
apidly,  that  you  will  need  a 
lole  new  generation  of  products 
:ew  years.” 
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„  ,0  examine  a  game  s  play 
Ability,  complains  Gerst  Be 
.  arc  now  in  a  different 

ClU^  ^ 1  -  ,  . 

marketplace,  we  find  it  necessary 

usc  other  criteria  than  play 

bilit'  to  make  our  selections. 

They  include  basic  packaging. 

the  look  of  the  game,  the  name 

behind  it  and  the  planned  1\ 

promotion . 


Gerst  was  happy  to  find  ihat 
product  availability  has  "im¬ 
proved  this  year,  and  as  a  result 
reports  less  pressure  to  order  at 
t  he  i  rade  shows. 

Some  buyers  are  waiting  to 
obtain  separate  budgets  from 
their  managements  before  estab¬ 
lishing  an  electronics  section. 

I  expect  eventually  to  split  off 


electronics  from  my  toy  depart 
ment,"  says  the  toy  buyer  for  a 
Southern  department  store  «  hain 
'You’ve  got  to.  because  you’re 
dealing  with  a  different  customer 
and  price  situation. 

"Electronics  is  expensive.  I 
need  a  separate  budget  in  order 
to  do  a  proper  merchandising 
job.  It  requires  a  demonstration 


area,  and  I  feel  I  can’t  do  it  jus 
tice  at  this  time.” 

I  he  buyer  is  confident  that  his 
management  will  soon  join  the 
general  trend  toward  establishing 
separate  budgets. 

"Electronics  is  big  business.  '  he 
states  "Our  customers  are  asking 
for  it.  ancj  1  want  to  give  them 
what  they  want."  ■ 
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ACOUSTIC 
GUITAR.  27 
inch  long  fuHy 
electronic  guitar. 

3"  speaker 
reproduces  realistic 
sound  over  three 


octaves.  Includes 


On/Off  switch. 


volume  and  tone  con- 
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SPORTS  -MES-POOTBALLfo^^ _ 

Superstar  Football 


Bambino 


Football  Classic 
Football 
Head  to  Head 

Quarterback^ 

Football 
Football  II 
ColorTootball  4 


Football  3 


Kenner 


Pro-Bowl 
Live  Action  Football 


Mattel  Football  2 


Fnnthall 


handheld  _ ___ - 

handheld____ 

l^dMdT^7 2  Pavers 

handheld.  1  P'aver 
l^dheldTpe^on 
handheldJ person 

handheld.  1  or  2  players 


handheld.  1  or  2  players 

tabletop 
tabletop 

handheld.  1  or  2  players 
uonHhoiri  1  nlaver 


Spot  TV  4th  quarter. 


National  TV  3rd  a^diS !uff ' 
quarter. 


;pr  ,t4th 


National  TV  3rd  and  4th  quarters. 


Spot  TV,  61 1  markets.  Sept.  29-Dec 
National  and  spot  TV  (with  Gin  r. 

Pinball.  July  21-Sept.  6  and  Septra  ind 

Dec.  12.  Pt2& 

National  and  spot  TV  in  61  markets 
21 -Sept.  6  and  Sept.  29-Dec.  12  7 


National  and  spot  TV,  August  into 
December 


National  TV  and  print.  3rd^^  r~ 
September  into  December. 


Maxtron 

Football  2 

Football  1 

handheld,  1  player 
handheld.  1  player 

-  - - 

MITCO 

Proformance  Football 

handheld,  liquid  crystal  display 

National  TV  plus  spot  TV  in  25  mark 
beginning  August  25  in  New  York  ar 
Angeles,  October  15  in  other  market 

Multitech 

Pro-Quality  Football 

handheld 

Regency 

Power  Pigskin 

handheld 

Straco  (F  J.  Strauss) 

Football 

handheld.  4  functions 

Atari  Video  Computer  System— Circle  No.  155  on 
product  card 


S""y  Betamax-Cir ■  Electroni<=  Soc- 

Zd  Ch  N°-  156  °n  Product 


f  ie  No.  158 

ZTrXtZr*  MaMn*fr°m  Cole  co  ~  a 


Circle  No.  159 


f  un dimensions  Sound 
Gizmo-Circle  No.  157 
on  product  card 


Gakken  Project  Kit  —  Cir¬ 
cle  No.  161 


X1ITCO  Proform 
Football— Circle  So 


Bambino  Hand  Held  Color  Games— 
0,1  product  card 
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Tiger  Deluxe  Football 

Tudor  Deluxe  Football 

Football 


PROMOTION 

Print  August  into  December. 


handheld 

handheld 


sports  games-baseball 


AHI  Electronic  Competition  II  Baseball 


Amico  Baseball 


Bandai  Super  Baseball 
Miracle  Baseball 
Baseball 


handheld,  1  or  2  players 
handheld,  LCD  display 
handheld 


Coleco  Head  to  Head 


Conic  Baseball 


handheld,  tabletop,  1  or  2  players 


National  TV  3rd  and  4th  quarters;  print  4th 
quarter. 


handheld,  1  person 


Entex  Baseball  1,  2  and  3 


handheld,  1  or  2  players 


Spot  TV  61  markets.  Sept.  29-Dec.  12; 
National  and  spot  TV  (with  Poker  and  Space 
Invader)  July  21 -Sept.  6  and  Sept.  29- 


Epoch 

Digit-Corn  9 

tabletop 

Fonas 

2-Player  Baseball 

handheld 

Spot  TV  in  19  markets,  September  through 
October. 

Mattel 

Baseball 

handheld,  1  player 

National  TV  June,  July,  September  into 
December;  Spot  TV  September,  November, 
December;  Print  October  into  December. 

Maxtron 

Baseball 

handheld,  1  player 

Mego 

Pulsonic  II  Electronic  Baseball 

handheld,  1  or  2  players 

Multitech 

Pro-Quality 

handheld 

Regency 

Baseball 

handheld 

Tiger 

Baseball 

handheld 

Print  August  into  December. 

SPORTS  GAMES-BASKETBALL 

AHI  Fast  Break  Competition  II  Basketball 

handheld 

Bambino 

Dribble  Away  Basketball 

handheld,  tabletop,  1  or  2  players 

Spot  TV,  4th  quarter. 

Bandai 

Basketball 

handheld 

Coleco 

Head  to  Head 

handheld,  1  or  2  players 

National  TV  3rd  and  4th  quarters;  Print  4th 
quarter. 

Conic 

Basketball 

handheld,  1  player 

Entex  Basketball  2 


handheld,  1  or  2  players 


Spot  TV  61  markets.  Sept.  29-Dec.  12. 


lot  tel  Brain  Baffler — Circle  No. 
<ard 


Troller  Aulopulse  20-  Circle  No. 
I  ft  5  on  product  card 


164  on  product  Mego  Fabulous  Fred — Circle  No.  166  on 

product  card 


Kingsford  Tri  Me— Circle  No.  167  on 
product  card 


SI8 


mfr.  product 

Mattel  Basketball  2 
Basketball 

Basketball 

Ttalf  Court 
"Basketball 


SPORTS  GAMES-HOCKEY 

‘Coleco  ^Head  to  Head 
Conic 


Entex 

House  of  Games 
Mattel 
Maxtron 


TYPE 

c^r'°'2p,av,!" 

Handheld.  1  P'»V" 

WdheiriP^ 

handheld  _ _ 

"|^dhiidrr^2pl3vers 


T^dMdTi  orjplavers. 

T^dhejdT^2_P!W!2_ 

^dh^jOTlPliyers. 

handheld,  1  P^Ygl 


PROMOTION 

National  TV  November 
and  print  4th  quarter.  $Dot  7* 

Spot  TV  September,  October  p, 
quarter.  3  ^r,nt  4^ 


Print  August  into 


National  TV  3rd  and  4thl^tTrr 
quarter.  ' Pnn 


Print  4th  quarter 


SPORTS  GAMES-SOCCER 
Bambino 

Coleco 


Kick  the  Goal  Soccer 
Head  to  Head 


Conic  Soccer 


Entex 


Soccer 


House  of  Games 

Mattel 


Soccer  2 
Soccer  1 


handheld1t^^ 
l^dhddTT^T^ 

handheld,  1  person 
^handhe^ToTlTlav^ 

Tandheid7T^r~2~players 

handheld,  1  player 
handheld,  1  player 

handheld,  1  player 


Spot  TV  4th  quarter. 

National  TV  3rd  and  4tlTquarte^r 
quarter. 


’•4th 


Print  4th  quarter. 
Print  4th  quarter. 


SPORTS  GAMES-MISC. 

Bambino 


Knock-Em  Out  Boxing 


Spot  TV  4th  quarter. 


Bandai  Champion  Racer 


Cadaco  Foto-Electronic  Bowling 


tabletop.  1  or  2  players 


Castle  Newport  500 


tabletop  Grand  Pi  ix  racing  game 


Conic 


Multi-sport 
Auto  Race 


handheld,  1  person 
handheld,  1  person 


Entex  Tennis 


handheld,  1,  2  or  4  players 


Epoch  Executive  Horse  Race 


tabletop 


Fonas  Tri-1 

Football/Baseball  /Soccer 


.  ihi  i  .  baseball  game  plus  space  game 
ports  games  in  one 


House  of  Games  Electronic  Sports  Center 


Ideal  Electronic  2- Man  SV  ! 


•  ri  \r  •  baseball,  football  and 

basket; -all;  1  or  2  players 


,'•!«  phi  \  1  or  2  players 


Kenner  Redline  Drag  Race 


- 


National  TV  and  spot  TV  in  top  10  rr 
September  into  December. _ 


handheld 


National  and  spot  TV,  August  into 
December. 


Koala  'T'  Multi  Sport  7 


1  jt  players;  plays  seven 

spor  ts  games 


Mattel  Auto  Race 


Maxtron  Multi-Sports 


handheld,  1  player 


Print  4th  quarter. 


Parker  Bank  Shot 


handheld  1  player  (soccer,  basketball, 

hockey) 


Regency  4-ln-l 


Tiger 


Playmaker 

Raceway 


Tomy  Tennis 

Slimline  Speedway 


handheld  pool 

handheld  (baseball,  football,  basketball, 
hockey) 


TV 


handheld  (hockey,  soccer,  basketball) 
handheld 


BATTLE  GAMES 


tabletop,  1  or  2  players 
handheld,  1  player 


TV  September  into  December. 

Print  August  into  December 

National  TV  September  into  Decent 
National  TV  September  into  Decern^ 


Space  Invaders 
Space  Invader 


Bambino  Space  LaseTFight 


Bandai 


Bradley 

Coleco 


UFO  Master  Blaster  Station 
Space  Shot 
Missile  Invader 
Super  Galaxy  Invader 
Torpedo  Shoot 
Space  Chasers 
unfighter 

Electronic  Battleship 

Star  Trek 
Zap 


Entex  Space  Battle 


handheld 

handheld 

handheld. 

handheld. 

handheld, 

handheld 

handheld 

handheld 

handheld 

handheld 

tabletop 

handheld 

handheld 

handheld. 


1  player 

1  °*  2  players 
1  player 

^  01  2  players 


TV 


Spot  TV  4th  quarter. 


1  or  2  players 
1  2  players 


National  TV  and  spot  TV  in 
Oct.  1-Dec.  5. 


in  I20ma*el? 


National  TV  3rd  and  4th  quaite'* 


Turn  to 


pag* 
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PALM  HELD  ELECTRONIC  GAMES 
WITH  A  BUILT  IN  QUARTZ  CLOCK 


r  '-W 


i 


TOS^ 


r 


R\GHT ! 


I  left 


•iJU 


OANIE  i 


gaMLB 


mmmm 


IMF  THE  major  breakthrough  in 

mn  ELECTRONIC  GAME  TECHNOLOGY 


Take  time  out  and  see  us  at  the 

CONSUMER  ELECTRONICS  SHOW 

BOOTH  NO.  2147 


.,*0™  I ® 


Circle  No  8  on  product  card 
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MFR.  PRODUCT 

Entex  Space  Invader 


Epoch 


Kenner 


Invader  From  Space _ 

"starWars  Battle  Command 


type 

"handheld,  1  player 

tabletop 
tabletop 


PROMOTION 


Spot  TV  61  markets,  Sept,  2g.D„"Tr 
National  and  spot  TV  (with  r,. 

Pok^r,  Ju.yZI.S^ts'STiSrg1* 


*c.  12 


National  and  spot  TV,  August 
December. 


into 


Lakeside  Intercept 


Mattel 


Flash  Gordon 

Sub  Chase 
Armor  Battle 


Mega  SR  75 


Mego  Invasion  From  Space 

Shinsei  Alien  Avenger 

Gunfighter 
Hit  Scramble 


Straco  (F.J.  Strauss)  Space  Invaders  and  Breakout 


Tiger  Sub  Wars 


handheld,  1  player 
handheld,  1  player 
handheld.  1  or  2  players 

liandheidTpaceTace  game,  1  or  2 

players _ _ 

handheld,  tabletop,  15  skill  levels 

handheld 
handheld 
handheld 


Spot  TV. 


i  umy  submit  uuMiuai 

FOLLOW-THE-LEADER  GAMES 

Bradley  Simon 

tabletop,  multiple  play 

National  and  spot  TV  in  120  markets 

Oct.  1-Dec.  5. 

Super  Simon 

Pocket  Simon 

tabletop,  multiple  play 
tabletop,  multiple  play 

Same  as  above. 

Same  as  above. 

MotlArtol  T  \  /  li  inn  Pi 

Castle  Einstein 


Kingsford 


Tri  Me 
Match  Me 
Mini  Match  Me 


tabletop 

tabletop 

handheld 


Koala  'T' 


Mimic 
Mini  Mind 


tabletop  or  handheld 
handheld 


Spot  TV  12-17  markets,  4th  quarter. 


Regency  Super  Touch 


handheld 


Tiger 


Copy  Cat 
Ditto 


handheld 

handheld 


TV  4th  quarter. 


TARGET  GAMES 


Ideal  Tin  Can  Alley 


target  game,  2  or  more  players 


National  TV  and  spot  TV  in  top  10  market 
September  into  December. 


Invicta  Quickfire 


target  game  with  6  modes,  3  skill  levels, 
1  or  more  players 


Placo  Scan,  Strike  'N  Score 


target  gallery,  2  or  more  players 


Spot  TV  in  7  markets,  4th  quarter. 


HANDHELD  PINBALL  GAMES 

AHI  Electronic  Pinball 

Space  Invaders  II  Pinball 


Amico  Pinball 


handheld 

tabletop 


Castle  Kingpin  II 


handheld 


Entex  Raise  the  Devil 


tabletop 


National  TV,  August  through  December. 


1  player 


National  and  spot  TV  (with  Gin  Rummy  a 
Color  Football)  July  21-Sept.  6  and  Sept 
29-Dec.  12. 


MISCELLANEOUS  GAMES 

Atari 

Bambino 
Bandai 

Bradley 


Touch  Me 

Safari 

Racetime 
Flightime 

Comp  IV 

Milton 
Plus  One 

Microvision 

Omni 


Castle 


Tactix 
Satisfaction 
Name  That  Tune 


handheld,  multiple  play 

handheld.  1  player 

handheld 
handheld 

handheld  numbers  game 

tabletop  multiple  play  speech  game 

handheld  and  tabletop  multiple  play 
game 

whhd8e!lmK,iPle  Pl3V  93me  «*«•"> 
8  nterchangeable  cartridges 

abletop,  multiple  play  game  with  6 

interchangeable  tapes 


Spot  TV  4th  quarter. 

National  TV  and  spot  TV  in  120  maf^r 
Oct.  1  to  Dec.  5. 

Same  as  above. 

Same  as  above. 

Same  as  above. 

Same  as  above. 


Castle  Rock  Advanced  I -Quiz 


tabletop,  playVTour  "siretegy^james 
electronic  board  game 
tabletop  family  game 


Conic  IQ 


Educational  Design  Le  Game 


Entex 


MAC 
Musical  Marvin 


'j  game  sound  response 
handheld.  1  o 

multiple-play  gam* 


National  TV,  August  through  Decenl  1  ^ 
National  TV,  September  through  De^ 
National  TV,  July  through  Decern  lx1 


multi-game  compi^rT^TT^ir — " 

-,Ure,orgaBn.  reefer2  ,P,,r5 


Spot  TV  in  61  markets,  Sept  29 


12. 


Turn  to  ^ 


Si4 


inis  year,  weve  got  2  great  new  electronic 
games  that  will  really  shock  the  competition 


LAKESIDE'S  LE  BOOM 

The  electronic  game  that  will  blow  your  mind!  Realis¬ 
tic  sounds  get  louder  and  louder  while  you  search 
for  clues  that  will  help  you  defuse  Lakeside's  • 

Le  Boom  before  it  goes  boom! 


A 


•-< 


m 


T 


STROBE 

The  electronic  game  that  tests  your  reflexes  agair 
the  speeds  of  light  and  sound. Try  and  keep  up  as 
Strobe  speeds  up  the  flashing  and  speeds  up 
sounds.  Match  Strobe  s  top  speed  and  near  the 

victory  tune. 


Circle  No  9  on  product  cerd 
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Entex  Blast  It _ _ 

Enoch  Detective 

Executive  Decision  Maker 
Executive  Roulette 
Executive  Dice _ _ 


TYPE 


PROMOTION 


GAP  Melody  Madness 


House  of  Games  Wizard 


Ideal 


Game  Machine  2 
Mini  Game  Machine 

Electronic  Detective 


Maniac 

Flash 

The  Generals 


tabletop 
tabletop 
tabletop 

tabletop  - - - - 

multiple  game  and 

two-octave  instrument;  tabletop  an 

handheld.  1  to  4  players  _ _ _ 

^^7^717^7^ games,  up  to 

tabletop!  Plays  5  different  games 

£ndl^ 

detective  game,  1  to  4  players 

handheld,  multiple  plav  game  1-4 
players 

multiple  play.  1  to  5  players 
two-player  strategy  game 


National  and  spot  TV.  prime  time  and 
children's  programming  beginning  Oct  i 

National  TV  and  spot  TV  in  35~m7k7T 
beginning  in  October. 


National  TV  and  spot  TV  in  top7omI77 
September  into  December. 

Same  as  above. 

National  TV  and  spot  TV  in  top  30  market' 
August  into  December. 

Same  as  above. 


Invicta  Electronic  MasterMind 

Supersonic  Electronic  MasterMind 


handheld  iogic  game,  1  or  mere  player^ 

handheld  logic  game,  1  or  more  players 


National  syndicated  TV,  Fall. 


Koala  T  Fast  On  Your  Feet 


memory  game  for  floor  play  by  1-4 
persons _ _ - 


Spot  TV  12-17  markets.  4th  quarter. 


Lakeside  Computer  Perfection 

Le  Boom 
Strobe 

Mattel  Brain  Baffler 


Maxtron 


Tri-Games 
I.Q.  Test 


multiple  play,  tabletop 
multiple  play,  tabletop 
multiple  play,  tabletop  action  game 

handheld,  multiple  play  word  and 
numbers  games.  1  or  2  players 

handheld 

handheld  


Spot  TV,  4th  quarter. 

National  and  spot  TV,  4th  quarter. 
National  and  spot  TV.  4th  quarter. 


National  TV  4th  quarter.  Spot  TV 
November. 


Mego  Fabulous  Fred 


tabletop  unit  that  plays  10  different 
games _ _ 


National  and  spot  TV. 


Miner  Yacht  Four 


multiple  play,  1  to  4  players 


Parker 


Split  Second 
Merlin 
Stop  Thief 


multiple  play 

multiple  play 
electronic  board  game 


TV. 

TV. 

TV. 


Selchow  &  Righter 


Sensor 

Lexor 


Shinsei  Chimps  &  Coconuts 


electronic  word  game 
computer  word  game 

handheld 


National  TV,  4th  quarter. 
Same  as  above. 


Tarco  Wizard  of  Odds 


handheld  number  strategy  game 


National  and  spot  TV,  4th  quarter. 


Tiger 


Think  Tank 
2-ln-1 


handheld 

handheld 


TV  September  into  December. 


Tomy  Break  Up 


handheld 


Turn  to  Page  S26 


Selchou  &  Righter  Lexor — Cir¬ 
cle  So.  171  on  product  card 


Tomytronics  Racing  — Circle  No. 
175  on  product  card 


Cadaco's  Foto-Electronic  Bowling— Circle  No.  173  on  product  card 


Invicta' s  Electronic  MasterMind 
—  Circle  No  174  on  product  cord 


Lakeside  Strobe — Circle  No.  176 
on  product  card 


W  Ini  r%  M  ** 
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f 


cle  No.  177  on  product  care 


Milton  Bradley  Omni  Ci  i- 
No.  1 78  on  product  card 
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Directory  of  leisure  time  electronics  manufacturers 


..  an  alphabetical  listing  of 
•urers  (with  their  address- 
fr,an‘h' '  re  identified  in  the  leisure 
eS  nroduct  category  listing  that 
£»  on  S16. 


if, fll^nAve 

i'u'nnvvale.  Calif.  94086 

jSdelphia.  Pa.  19134 

APF  Electronics.  Inc. 

a& 4  Madison  Ave. 

York  N  Y.  10022 


Fonas  Corporation 

Box  759 

La t robe,  Pa.  15650 

Fundimensions 

26750  23  Mile  Rd. 

Mt.  Clemens.  Mich.  48045 


GAF  Corporation 

140  W.  51st  St. 

New  York.  N.Y.  10020 


House  of  Games.  Inc. 

2633  Greenleaf  Ave. 

Elk  Grove  Village.  III.  60007 


Ideal  Toy  Corporation 

184-10  Jamaica  Ave 
Hollis.  N  Y.  11423 

Invicta  Plastics  (USA)  Ltd. 

200  Fifth  Ave. 

New  York.  N.Y.  10010 


Kenner  Products 

1014  Vine  St. 
Cincinnati.  Ohio  45202 


Kingsford  Ltd. 

200  Fifth  Ave. 

New  York.  N.Y.  10010 


Koala  'T*  Toys,  Inc. 

3605  Woodhead  Dr.,  Suite  110 
Northbrook.  III.  60062 

Kosmos  International 

700  Candler  Building 
Atlanta.  Ga  30303 


Lakeside  Games 

4400  W.  78th  St. 

Minneapolis,  Minn.  55436 

Continued  on  Page  S27 
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Atari.  Inc. 

1265  Borregas 
Sunnyvale  Calif.  94086 


Azrak-Hamway  International,  Inc. 

(Remco.  Power  Command) 

1107  Broadway 
New  York.  N.Y.  10010 


Bambino.  Inc. 

2049  Century  Park,  E. 

Los  Angeles,  Calif.  90067 

Bandai  America,  Inc. 

54  Metro  Way 
Secaucus.  N.J.  07094 

Milton  Bradley  Co. 

443  Shaker  Rd. 

E.  Longmeadow,  Mass.  01028 

Brunswick  Corp.,  Consumer 
Division 

One  Brunswick  Plaza 
Skokie.  Ill  60077 


Cadaco,  Inc. 

310  W  Polk  St. 

Chicago.  III.  60607 

Castle  Rock  Div.  of  K-Tel 
11311  K-Tel  Drive 
Minnetonka.  Minn.  55344 


Castle  !  •  Company,  Inc. 

Harrison  Ave. 

Newpon  R.l.  02840 


Don't  play  around  with 
second  best . . . 


Coleco  Industries,  Inc. 

945  Asylum  Ave. 
Hartford  Conn.  06105 


Conic  International 

305  Fifth  Ave. 

New  York.  N.Y.  10016 


Daewoo  International  (America) 
Corp. 

1055  W  Victoria 
Compton.  Calif.  90220 


Educational  Design,  Inc. 
47  W.  13th  St. 

New  York.  N.Y.  10011 

Ente*  Industries,  Inc. 
JJ3W  Artesia  Blvd 
-ompton.  Calif.  90220 


p'aythings,  Inc. 
230  Park  Ave. 

New  York.  N  Y.  10017 


Electronics.  L 
°o00  N.W  36th  St. 
Miami  Fla  33778 


ho  soys  so? 

pens.  World  renowned  chess  aficionados  ond  Grand  Masters.  ^ 

Champion  hos  enjoyed  this  preeminent  position  among  European  chess om outer 
accuse  it  is  oroorommed  ro  indude  more  odvonced  chess  functions  thon  ony  orhe.  chess  computer. 


roke  the  Chess  Traveler  olong  with  you  -  onywhere. 
This  light  weight,  handsome,  bonery-operored  Chess 
Traveler  offers  seven  levels  of  ploy  from  beginner  to 
expert,  plus  o  unique  "look-oheod"  mode.  The  levels 
ore  chongeoble  during  rhe  gome  ond  fhe  computer 
will  ploy  against  itself  with  you  os  on  observer,  ro  leorn 

from  the  expert. 


Avoiloble  wirh 

•  Revolutionary  LCD  chess  board 

•  electronic  pnnrer 

•  LCD  quonz  dock  adjusroble  from  1  sec.  ro  i  CO  he. 

•  rechargeable  power  pack  for  ulnmore  portability 

•  memory  ond  recoil  up  ro  10  moves 

Now.  ONLY  FROM  TRYOM  Chess  Champion  Super 
System  III  is  ovoiloble  in  Amenco  for  rhose  who 
demand  rhe  very  best 

TRYOM  OFFERS  A  COMPLETE  UNE  OF  INTELLIGENT 
DEDICATED  ELECTRONIC  GAMES.  COMPUTER  CHESS 
GOREN  BRIDGE  AND  OMAR  BACKGAMMON. 

Vwr  us  or  Booth  2069  McCormxk  Place 

ZftWtf 

23500  Metconnle  Rd  Deoch*rood  OH  44 1 22 
(216)464-6918 


Circle  No.  10  on  product  card 


Si*  toy  *  HOBBY  WORLD.  Mav/.T«n<-  ■»«« 
mfr.  product 

backgammon.  CHEM^CHECKERS  voice  Chess  cha||enqer 

Sensory  Chess  Challenger 
Voice  Chess  Challenger 
Chess  Challenger  ''10 
Chess  Challenger  "7  , 

Chess  Challenger  "4 
Checkers  Challenger  4 
Checkers  Challenger  Z 
Backgammon  Challenger 

Electronic  Computer  Chess 

OMAR  Series  l-l V 

Gammonmaster  II 

Electronic  Chess 
Grandmaster  Traveler 
Delta  I 

Chess  System  1 1 1 


CARD  GAMES 


Entex 


Jackpot  Gin  Rummy  and  Blackjack 


Fidelity 


Poker 


Voice  Bride  Challenger 
Bridge  Challenger 
Bridge  Bidder  


type 

tpr  chess  game  with  voice 

hoard 

computer  chess  ga.  •  response 

computer  chess  ga^  ,0  ski||  levels 

computer  chess  ga  ?  skl,|  levels 
computer  chev  9  •  4  ski||  levels 

computer  chess  game  *  skj||  |evels 

computer  checke  9  ■  2  ski||  leuels 

- 

computerchessgam^  — - 

handheld  computer 

game 

handheld 

computer  chess  9ame  me 

advanced  cor71P^  ^ess  game  with 

ad.v.f:„c:,d,c°n  display  and  chest  printer^ 

handheld,  1  player 


handheld,  1  player 


computeTbridge^ game,  voice  response 

computer  bridge  game 

computer  bridge  game  - - 


promotion 


National  TV  3rd  and  4th  quarters;  prim 


National V  June  into  December. 


Spot  TV  61  markets.  Sept.  29-Dec.  12; 
National  and  spot  TV  (with  Color  Football 
and  Pinball)  July  21 -Sept.  6  and  Sept.  29- 
Dec.  12. 

Spot  TV  61  markets.  Sept.  29-Dec.  12; 
National  and  spot  TV  (with  Baseball  and 
Space  Invader)  July  21-Sept.  6  and  Sept.  29- 
Dec.  12. 

National  TV  4th  quarter,  print. 


Mattel  Computer  Gin 

Tryom  Charles  Goren  Bridgemaster 

Unisonic  Jimmy  the  Greek  Blackjack 


computer  gin  game 


Spot  TV  September,  November;  National 
TV  4th  quarter 


FUN  LEARNING  AIDS 

Coleco 


Fonas 
Mego 

National  Semiconductor 
Texas  Instuments 


Learning  Machine 
Quiz  Wiz 
Lil  Genius 


Quiz  Kid 
Quiz  Kid  Speller 

Speak  &  Spell 
Spelling  B 
First  Watch 
Mr.  Challenger 


programmable  computer  bridge  game 
and  other  games 
desktop  and  pocket-size  games 

child's  computer 
computer  quiz  game 
child's  calculator 

tabletop  match  machine 

electronic  robot  that  plays  8-track  tapes 

handheld,  1  person 
handheld,  1  person 

child’s  spelling  aid 
child's  word  learning  aid 
child's  aid  for  learning  time 
letter  and  word  game 


National  TV  and  print,  3rd  and  4th  quarters. 
Same  as  above. 


Spot  TV  25  markets,  Nov.  16-Dec.  20. 
Same  as  above. 


Unisonic  Mickey  Mouse  Fun  and  Numbers 
Schoolhouse 

Mickey  Mouse  Fun  and  Numbers 
Flying  Saucer 


children's  learning  aid 
children's  learning  aid 


VIDEOGAMES 


Activision  Boxing,  Drag  Race,  Checkers,  Fishing 
Derby 


cartridges  for  Atari's  Video  Computer 
System 


APF  MP  1000 


video  game  system 


Atari  Video  Computer  System 


programmable  video  game  system 


Coleco 

Telstar  Colortroid 

video  game,  1  or  2  players 
video  game,  1  or  2  players 

Telstar  Marksman 

Magnavox 

Odyssey 

video  game  with  27  games  cartridges, 

1  to  4  players 

National  TV  November  into  Dec 

Mego 

Time-out 

palm-sized  video  game  featuring  built-in 
continuous-running  quartz  clock;  four 
units  available 

National  and  spot  TV. 

PERSONAL  COMPUTERS 

APF 


Imagination  Machine 


Atari 

Mattel 


800 

400 


Intellivision 


MISCELLANEOUS  ITEMS 

_ _ Coleco 

Kosmos 


microcomputer  utilizing  game  cartridges 
and  cassette  programs;  unit  features 
53-key  typewriter  keyboard 

personal  computer 
personal  computer 

master  component  utilizing  game  and 
learning  cartridges;  keyboard  compo¬ 
nent  using  programmed  cassettes'  20 
cartridges;  8  cassettes 


Fall  TV. 


National  and  spot  TV  and  print  campaign 
in  the  fall. 


Zodiac 


Kosmos  1,  2,  Mini-Bio,  Sports 
Biorhythm 


astrology  computer 
biorhythm  computers 


Turn  to  Page 
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pfrectofy  of  manufacturers 

-  " --m  P'H '  placo  Products  Comnanv 


Consumer  Electronics 


Placo  Products  Company 

P  O  Box  3456 
Torrance,  Calif.  90510 


Way 

46804 

-m«il  Investment  & 

MtK«J»3Sv  Co  .  Ltd-  iMITCOl 

«S555».  ««*.  .204 

^  ,001° 
^R^Ave. 

*5£S«.  Cald.  90250 
tSSTreleoraph  Rd. 

SSnteWH®-  Calif.  90640 


Regency  Electronics  |HKI  Ltd. 

350  Fifth  Ave  ,  Suite  3112 
New  York,  N.Y.  10001 


Schaper  Mfg.  Co.,  Inc. 
9909  S  Shore  Blvd. 
Minneapolis.  Minn.  55391 

Selchow  &  Righter 

2215  Union  Boulevard 
Bay  Shore.  N.Y.  11706 


Shinsei 

12951  166th  St 
Cerritos,  Calif  90701 

F.J.  Strauss  Co.,  Inc. 
1107  Broadway 
New  York.  N.Y.  10010 


Tarco.  Inc. 

2762  N.  Clybourn 
Chicago.  Ill  60614 

Texas  Instruments,  Inc. 

P.O  Box  225102 
Dallas,  Tex.  75265 

Tiger  Electronic  Toys,  Inc. 

909  E.  Orchard 
Mundelein,  III.  60060 


Tomy  Corporation 

901  E  233rd  St 
Carson,  Calif  90745 

Tryom.  Inc. 

23500  Mercantile  Rd. 
Beachwood.  Ohio  44122 

Troller  Corp. 

4445  N  Ravenswood  Ave. 
Chicago,  III.  60640 

Tudor  Games.  Inc. 

176  Johnson  St. 

Brooklyn,  N.Y.  11201 


Unisonic  Products  Corp. 

1115  Broadway 
New  York.  N.Y.  10010 


•kjpss.1* 

Kotloon.  Hong  Kong 

Mego  Corporation 

4  4  Madison  Ave. 

Rew  York.  N.Y.  10010 

Miner  Industries.  Inc. 

onn  Fifth  Ave. 

Z  York.  N.Y.  10010 

Multitech  Inti.  (Far  Easti  Ltd. 

grand  Building 
Hong  Kong 

National  Semiconductor  Corp. 

2900  Semiconductor  Drive 
Santa  Clara.  Calif.  95051 

Parker  Brothers 

50  Dunham  Road 
Beverly,  Mass.  01915 


Bradley  expands 
electronic  output 

SPRINGFIELD.  Mass.  -  Milton 
Bradley  Company  is  expanding 
its  operations  in  East  Long- 
meadow  Mass.,  in  order  to  han¬ 
dle  “increasing  consumer  de¬ 
mand  I  its  electronic  games 
and  toys 

The  company  is  building  an 
office,  manufacturing  and  ware¬ 
house  facility  on  a  38-acre  tract 
adjacent  i  its  main  manufactur¬ 
ing  plant.  Scheduled  to  be  fully 
operational  by  July,  the  $4.8  mil¬ 
lion  facility  will  be  used  for 
assembly  and  final  packing  of 
electronic  games  and  toys,  and  as 
a  warehouse  for  receiving  and 
holding  raw  materials  needed  for 
electronic  assembly  operations. 

Some  500  people  will  be  em¬ 
ployed  in  the  new  building,  a 
substantial  portion  of  whom  will 
be  new  personnel,”  says  James  J. 
^^ea,  Jr,,  Bradley's  president  and 
chairman. 

Bradley  has  also  leased  22,000 
square  feet  of  an  existing  five- 
story  plant  in  Fall  River,  Mass,  to 
SuPport  demand  tor  its  electronic 
K* ittes  and  toys.  There,  some  225 
Persons  from  the  Fall  River  com 
are  being  employed  to  as 
M  ruble  electronic  modules. 


FOUR  REASONS  CONSUMERS 
WILL  BE  ASKING  FOR 
GE  RECHARGEABLESTHIS  YEAR 


POWER  btfttnr 

WK43K  pn XlUCt*  e$m  * 


GE  Rechargeables 
are  designed  with  today’s 
electronic  battery-operated 
products  in  mind.  Retailers 
will  hear  a  lot  of  requests 
for  GE  Rechargeables  this 
year  and  here  are  four 
good  reasons  why. 

...1.  GE  Recharge¬ 
ables  can  last  for 
years.  They’re  the  “in” 
power  source  for  today’s 
sophisticated  toys, 
games  and  hobbies. 

In  addition  to  providing  " 
top  performance,  GE  Rechargeables 
can  power  many  battery-operated 
products  for  years,  not  just  days 
or  weeks.  They  can  be  recharged  up 
to  1,000  times,  and  they  save  money 
because  they  don't  have  to  be 
thrown  away.  In  addition,  charging 
costs  are  only  about  5  cents  a 
month. 

...2.  Many  leading  manufac¬ 
turers  of  battery-operated 
products  soon  will  /W®  . 

be  enclosing  “$2  IN^fei&ATE 
GE  Rechargeable  . ^hSR^ble 
Rebate  Coupons  I  battery 
in  their  products.  Lchargup  _ 

When  consumers  buy  nationally 
advertised  products  containing  the 
coupon  they  simply  purchase  a 

their  $2  rebate  in  the  man. 


...3.  Consumers  will  be  look¬ 
ing  for  battery-operated  products 
that  display  this  sticker  —  it 
means  continued  savings  to 
them  after  they  buy  theGE 
Rechargeable  Battery  System. 

National  ads  will  be  announcing 
this  rebate  program  in  leading 

consumer  UrSS^RMVm 

magazines  in  m°qoll5r 

the  fall  and 
winter  of 
1980.  Con¬ 
sumers  will 
be  looking 
for  the 
specially 
marked 
packages  of¬ 
fering  the  GE 
$2  Rebate. 

Circle  No.  11  on  product  card 


...4.  GE’s  new 
“Double  Charger”  meets 
growing  consumer 
needs  for  charging 
greater  numbers  of 
batteries  more  quickly. 

The  new  "Double 
Charger"  charges  more 
batteries  taster  than 
previous  GE  chargers,  it  s 
a  low-cost  charger  that 
even  charges  two  different 
size  batteries  at  once. 

GE  Rechargeables 
make  good  sense  in 


today's  world. 

And  we  re  letting 
consumers  know 
about  it  through  our  . 

special  $2  Rebate  Program  and 
through  national  advertising.  Be 
ready  to  give  your  customers  what 
they'll  be  requesting  —  Gt 
Rechargeables.  Stock  up  now. 

Consult  your  GE  sales  represen¬ 
tative  or  contact  GE  today.  Genera 
Electric.  Battery  Business  Depart¬ 
ment.  P.O.  Box  992.  Gainesville,  FL 
32602  (904)  462-3911 

We  bring  good  things  to  life. 
GENERAL  ^  ELECTRIC 
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Computerized  chess,  backgammon  to 


sell  at  more  popular  prices 


Computerized  chess  and  hack 
gammon  sets,  which  enjoy  a  dedi¬ 
cated  following,  will  he  sold  at 
more  popular  price  points  and  in 
a  wider  range  of  retail  outlets 
this  year. 

There  are  two  types  of  electron 
ic  games,  •‘dexterity  games  and 
•'intelligent"  games,  maintains 
David  Rogers,  vice-president/ 
marketing  and  sales  for  1  ryom. 
Inc.  “The  dexterity’  games  are 
primarily  aimed  at  the  younger 
child.  ‘Intelligent’  games,  like 
computerized  backgammon  and 
chess,  build  on  the  player’s  intelli¬ 
gence  and  ingenuity  and  appeal 
to  a  wider  age  group." 

Tryom  has  successfully  sold 
computerized  backgammon  sets 
retailing  above  $100.  This  year 
the  firm  has  miniaturized  some  of 
its  backgammon  sets  to  a  hand¬ 
held  size,  thereby  lowering  price 
points  to  about  $30. 

The  firm  is  also  introducing  a 
group  of  computerized  chess 
games  whose  prices  run  the  gamut 
from  the  high  end  to  a  lower- 
priced  handheld  item. 

Such  games  represent  a  long¬ 
term  investment  for  the  con¬ 
sumer,  Rogers  holds.  “Backgam¬ 
mon  and  chess  not  only  provide 
an  enjoyment  factor,  but  help 
develop  new  skills  in  playing  each 
game.  That’s  what  takes  us  out  of 


Tryom ’s  portable  Chess  Traveler 
( Circle  No.  179  on  product  card). 

the  novelty  area.  1  he  computer 
provides  good  competition  for 
the  person  who  cannot  find 
another  player  to  play  with,”  he 
points  out. 

HIGH  DOLLAR  VOLUME 

Rogers  reports  that  dollar 
volume  growth  in  this  electronic 
game  area  has  been  comparable 
to  that  in  handheld  games,  be¬ 
cause  of  the  higher  price  points 
involved.  “This  is  a  sizable  busi¬ 
ness,  and  it’s  not  a  seasonal  item," 
he  says.  “There’s  a  more  extended 
selling  life  period.  People  don't 
necessarily  buy  chess  as  a  Christ¬ 
mas  present,  and  many  persons 
buy  a  lot  of  the  games  for  them¬ 
selves.” 

Tryom’s  games  have  been  sold 
previously  in  department  store 
electronics  departments  and 


255," "ith 

its  enlarged  line. 

In  the  adult  game  market.  . 
percent  markup  is  ^ustomary 
notes  Rogers.  "In  the  toy  Indus- 
trv  its  considered  good  when 
you  can  obtain  40  percent  mark- 
L  on  a  handheld  electronic 
game,  and  .hats  what  you  can 
make  with  chess  and  back 

gammon.  c 

‘  You  don't  get  the  kind  ot 
price-cutting  in  the  ‘intelligent 
game  category  that  you  do  in  the 
•dexterity’  category,”  Rogers 
adds.  “There  are  fewer  manu¬ 
facturers,  and  the  retailer  can 
make  bigger  grosses.  That  is  a 
definite  plus.” 

The  market  for  electronic  com¬ 
puter  chess  games  is  extremely 
diverse,  but  “more  male-domi¬ 
nated,”  reports  Peter  Nasca  of 
Fidelity  Electronics.  “Consumers 
have  tremendous  loyalty  — not  to 
the  machine,  but  to  chess.’ 

MORE  ADULT  PURCHASERS 

Higher  price  points  put  these 
items  outside  the  realm  of  a  toy, 
says  Nasca.  “The  majority  of  pur¬ 
chasers  fall  in  the  18-45  age 
group.” 

Fidelity  is  also  expanding  its 
distribution  this  year  from  de¬ 


Fidelity's  Sensory  Voice  Ch e 
Challenger  ( Circle  No.  180) 

partment  stores  and  special* 
stores  into  the  larger  toy  chains 
The  firm’s  items  retail  from  $6‘ 
for  a  computer  checkers  game  t< 
$350  for  a  new  voice-sensory  ches 
game  that  incorporates  a  voice 
synthesizer. 

Fidelity  sold  $2.5  million  worth 
of  its  computer  chess  games  in 
1977,  its  first  year  in  the  business, 
and  is  looking  for  $100  million 
worth  of  sales  this  year. 

“This  is  not  a  novelty  item 
emphasizes  Nasca.  “The  con 
sumer  is  aware  of  the  higher 
price  points,  but  because  of  his 
love  of  the  game  he  is  willing  to 
make  a  long-term  commitment.’’ 

Nasca  says  there  is  some  im¬ 
pulse  buying,  but  notes  that 
sales  are  consistent,  “with  a 
heavy  skew  to  the  third  and 
fourth  quarters.” 


MFR.  PRODUCT 


TYPE 


PROMOTION 


Bio-Clock 

Astro 


desktop  biorhythm  computer 
astrological  computer 


Mattel 

Troller 


Horoscope  Computer 
Horse  Race  Analyzer 


astrological  computer 
racing  form  computer 


Print  September  into  December. 


Autopulse 


automatic  computer 
phone  dialer 


Fundimensions  Brain  Z 


computer  tank 


programmable,  radio  control  voice 
command  truck 


National  TV  and  spot  TV  in  120  markets. 
Oct.  1-Dec.  5. 


programmable  sports  car 


Spot  TV  in  61  markets.  Sept  29- Dec.  12. 

Spot  TV  in  top  20  markets.  Oct.  27-Nov.  9 
and  Nov.  24- Dec.  7. 


R/C  VEHICLES 

AHI/Remco 


Fat  Wheels 


AH  I/Power  Command 


Turbo 

Firebird  Coast  Guard  Cutter 
Fang  4-wheel  drive 
Electro  Commander 

<Tl  t .  .  „  Spider-Man  car 

IThehrm  also  offers  a  broad  range  pother  r/c  vehicles.) 


r/c  vehicle 

r/c  vehicle 
r/c  boat 
r/c  vehicle 
r/c  plane 
r/c  vehicle 


National  and  spot  TV  October  through 
December. 


Amico 


Corvette 
Porsche 
Cruiser 
18  wheeler 


Daewoo 


Entex 


Schaper 


Shinsei 


Ferrari  51 2M 
Mazda  RX7 
Competition  RX  7 


Dan  Van 
Motorcycle 

XRC 


r/c  car 

r/c  car  with  sound 
r/c  boat 

full-function  r/c  truck 

1/24  scale,  3-  function  car 
1  /20  scale,  3-function  car 

1/20  scale,  4  function  car  with  LED 
lights 

r/c  word  recognition  van 
r/c  motorcycle 

r/c  motorcycle 


Auto  Carrier 
Lancia  Stratos 
Lamborghini  countach 
De  Tomaso  Pantera  Gts 
Fire  Fox 


r/c  Peterbuilt 
r/c  vehicle 
r/c  vehicle 
r/c  vehicle 
r/c  racer 


Spot  TV  in  61  markets.  Sept  29- Dec.  12. 

Same  asabove. 

Spot  TV  in  top  20  markets,  October  into 

December. 


RK  TIME  ELECTRONICS,  May/June  1980  S29 


aaj  _  |T|<*y'  |vinr  Hou  5 

Montgomery  Word  mounts  new  electronic  gome  sections 

100  to  125  SKUx  Itc  _ 


_  Some  1 00  to  l  -  5 

lHU  J,,-r\  Ward  retail  storrs 
V,,tnt?r  (hr  proee»  of  mounting 
f-Vccilin*  self-contained 
game  src.tons  m  then 

*  i-.yjftmrn 

r'">arrd  toward  peak  season  sell- 
1  the  600-square  foot  sections 
‘"nfratui*  secured  demonstrator 
***,  ,s  will  be  staffed  with  a 
n1|r<pers°n  demonstrator,  and 

^*11  hold  all  of  the  department  s 
Electronic  game  inventory. 

Several  video  games  will  also 
hf  demonstrated  in  the  area,  but 
Lumets  interested  in  buying 
,hrm  will  be  diteeted  to  the  sport- 
in,,  goods  department,  where 
tideo  games  are  being  stocked. 

The  merchandising  move  rep¬ 
resents  an  expansion  ot  a  highly 
sucessful  test  program  run  by 
Ward’s  last  year,  reports  Marv 
Williams,  the  chains  national 


Mari'  W 'H.'ioms,  Ward's  national 
merchar  e  manager/toys. 

merchant;  isc  manager/toys. 
The  “hyper  mache’’  sections 
have  been  designated  for  stores 
of  100, OUO  square  feet  or  more, 
located  in  major  metropolitan 
areas.  Williams  expects  that  by 
1982  son  _00  of  the  chain  s  re¬ 
tail  stores  will  be  participating  in 
the  program. 

The  hyper-mache  format  ex¬ 
tends  the  toy  department  s  regu¬ 
lar  4* foot  bay  to  the  ceiling, 
using  plywood  or  other  means. 

ler  t^e  Christmas  selling  season, 
the  larger  sections  will  be  dis¬ 
mantled,  but  a  4-foot,  secured 
area  remain  to  continue  car- 
basic’  electronic  game 
merchandise. 

In  1979,  Ward’s  experienced  a 
complete  sellout”  of  the  25  SKUs 
®  electronic  games  it  carried. 
V8  William  He  notes  that  the 
*ln  was  on  allocation  from  its 
PP**.  ar>d  placed  merchan- 
"n  the  floor  as  soon  as  it 
br  ^  ^Ilhams  expects  a  simi- 
to  exist  this  year, 
q-.  the  problem  of  inade 

Hup  supply  will  remain  for 
two  or  three  years,  he 

s. 

has  added  only  five 


SKI  s  to  its  electronic  game  mer¬ 
chandise  mix.  even  though  the 
number  of  electronic  games 
shown  by  manufacturers  this  year 
has  tripled.  Last  year’s  experience 
showed  that  consumers  over¬ 
whelmingly  preferred  the  brand¬ 
ed.  heavily  advertised  items,  notes 
Williams. 

SUPPORT  FOR  MAJORS 

We’ve  based  our  buying  deci¬ 
sions  on  popularity,  the  amount 
of  advertising  the  manufacturer 
will  do  on  TV  and  the  unique¬ 


ness  of  the  item,"  he  says.  "Wc 
will  carry  items  only  from  the 
major  manufacturers.  While 
some  of  the  secondary  items  may 
he  of  high  quality,  we  don’t  think 
consumers  will  be  attracted  to 
them  in  great  numbers." 

Ward  s  has  allocated  more 
money  to  the  toy  department,  to 
cover  its  planned  expenditures  on 
electronic  games  without  reduc¬ 
ing  its  commitment  to  other  toy 
categories.  Williams  Finds  that 
electronic  games  did  not  impact 
on  other  toy  items  in  1979,  al¬ 


though  it  may  have  taken  away 
some  business  from  the  sporting 
goods  department. 

SEES  FEWER  UNIT  SALES 

With  electronics  expanding 
into  other  toy  categories  than 
games  this  year,  he  sees  the  prob¬ 
ability  of  fewer  unit  sales,  at 
higher  price  points.  "Staple  toy 
goods  will  still  sell,  though,"  he 
comments,  “although  not  in  the 
multiples  we’ve  seen  in  the  past.” 
The  extremely  high  cost  of 
Continued  on  Page  S30 


The  NEW 


F.O.B.  Hong  Kong 

Factory  Direct  Programs 

with 

U.S.A.  Afterservice 


Hand/Held  Games,  Cassettes,  Radios, 
Stereos,  Clock  Radios,  Portable  Radios, 

Novelties. 

_ _  ® 

The  NEW  CONIC 

Distributed  exclusively  by 

JUSTIN  PRODUCTS,  Inc. 

307  Fifth  Avenue  New  York,  NY.  10016 

(212)  563-2666 

U  S  A.  inventory  programs  also  available. 

See  us  at  Booth  #1603 

Circle  No.  12  on  product  card 
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Gomes  People  Ploy  opensjn  Houston  feature  400  electronic  SR(J$ 

New  gome  specialty  chain  to  rt? 


77ms  depiction  of  the  Games  People  Play  basic  floor  plan  highlights 
the  electronic  games  section,  featuring  TV  monitors  and  games  tables. 


HOUSTON  Some  400  electron¬ 
ics  SKUs  will  be  featured  in  each 
outlet  of  Games  People  Play,  a 
new  chain  of  "complete  game 
specialty  stores  being  launched  in 
Texas. 

The  first  of  the  1.500  square- 
foot  mall  stores  was  scheduled  to 
open  in  late  May  in  the  Houston 
area,  with  two  other  outlets 
planned  for  later  this  year.  E\en- 
tually  we  hope  to  open  in  every 
shopping  center  in  Texas  we 
plan  to  be  the  Radio  Shack  of  the 
game  business.’’  declares  Joe 
Frank,  president  and  founder  of 
the  chain. 

Noting  that  games  account  for 
25  percent  of  consumer  dollars 
spent  in  the  leisure  recreational 
category.  Frank  sees  a  major  hole 
in  the  marketplace  for  service- 
oriented  game  specialty  stores 
and  aims  to  help  fill  it. 

Frank  has  many  years  of  ex¬ 
perience  in  a  similar  retailing 
area,  having  founded  Playhouse 
Toy  Stores,  a  16-unit  chain  of  toy 
specialty  stores,  some  40  years 
ago. 

CASINO-LIKE’  ATMOSPHERE 

Games  People  Play  outlets  will 
be  designed  to  draw  consumers 
into  the  stores  to  play  and  learn 
about  the  entire  range  of  games 
being  stocked,  says  Frank.  “There 
will  be  a  casino,  come-play-with- 
me  atmosphere.  Each  game  will 
be  fully  visible  and  hand-play- 
able,  often  with  our  specialty 
trained  salespeople." 

We  will  provide  the  lure  of  the 
arcades.  Consumers  will  feel  that 
they  will  have  to  come  in  and  play 
a  game,  and  we  ll  want  them  to, 
so  we  can  tell  them  about  what 
we  have.’’ 


achieve  in  playing  it.  We  feel  our 
people  will  be  able  to  answer  most 
questions  they  will  be  asked  by 
our  customers.’ 

Electronic  games  will  be  dis¬ 
played  in  a  special  area  at  the 
front,  highlighted  by  electronic 
lettered  signs  above  the  demon¬ 
strator  models. 

Another  area  of  the  store  will 
include  game-playing  tables,  on 
which  customers  can  play  and  try 
out  some  of  the  new  non-electron- 
ic  strategy  games.  The  stores  will 
also  carry  in-depth  selections  of 
board  games  for  children  and 
adults. 

A  constant  series  of  promo¬ 
tional  events  will  call  attention  to 


the  store  and  its  specialized  in¬ 
ventory.  For  the  opening  of  the 
first  unit,  a  “consumer  electronics 
show’"  was  scheduled  on  the  out¬ 
side  mall.  There,  representatives 
from  major  game  manufacturers 
set  up  displays  of  their  items  and 
conducted  consumer  seminars  on 
how  the  games  are  played. 

PLANS  MONTHLY  PROMOS 

Games  People  Play  also  plans  to 
run  a  different  promotional  event 
each  month,  sponsored  by  top 
game  manufacturers.  Among 
them  will  be  contests  featuring 
Monopoly,  Othello.  SPI  war 
games,  TSR  Dungeons  &  Dra¬ 
gons,  MasterMind,  bridge,  crib- 


bage,  chess,  backgammon  (t 
other  games.  These  contest,  J, 
be  designed  to  bring  “anywhJ 
from  1,000  to  5,000  people  to 
mall  for  each  event,"  says  Frank 
Students  on  college  campu* 
who  cnjcvplayrng  strategy  gani^ 
will  be  solicited  by  direct  mail  \ 
number  of  new  electronic  garr)( 
promotions  are  also  planned 
Frank  says  that  the  format  0» 
his  new  stores  was  devised  after  h, 
personally  surveyed,  in  a  six' 
month  tour,  how  electronic  gam 
are  being  sold  across  the  countr  , 
“We  concluded  that  personal  ser 
vice  is  an  absolutely  essential  e|<> 
ment,”  he  states.  “We  intend  tr 
be  very  skilled  and  sophisticated 
in  our  merchandising.  Th(. 
demand  for  electronic  games  \s 
apparently  insatiable,  and  we  feel 
we  are  going  to  be  prepared  with 
both  product  and  expertise.” 

New  Unisonic  division 
to  make  learning  aids 

NEW  YORK  -  Unisonic  Products 
Corporation,  a  leading  producer 
of  electronic  calculators,  has 
formed  a  new  division  to  special 
ize  in  the  sales  of  electronic 
learning  aids  and  games. 

The  company  says  it  plans  a 
line  of  12  different  items,  each 
featuring  “different  cosmetics, 
price  points  and  functions.” 

The  company  has  obtained  a 
license  from  Walt  Disney  Pro 
ductions  to  use  Disney  charact 
ers  in  its  learning  aids.  Two 
initial  items  will  be  premiered  at 
the  June  CES. 

Unisonic  plans  other  activities 
and  other  licensed  characters  for 
the  line. 


Frank  says  his  stores  will  carry 
electronics  ranging  from  hand¬ 
held  games,  learning  aids  and 
small  calculators  up  to  a  selection 
of  personal  computers  retailing 
for  5400.  "We  will  not  discount,’’ 
he  states.  "We  re  not  going  to  be 
high  in  our  prices,  but  we  re  not 
going  to  be  cheap.  We’re  selling  a 
service,  not  just  an  electronic 
item.’’ 

TRAINS  STORE  PERSONNEL 

Personalized  service  is  vitally 
important  in  familiarizing  con¬ 
sumers  with  today’s  extremely 
sophisticated  games,  Frank  be¬ 
lieves.  As  a  result,  he  has  set  up  a 
detailed,  semi-technical  training 

program  for  his  future  store  per¬ 
sonnel  . 

We  re  training  people  who  like 
games  and  computers,  and  also 
enjoy  the  challenge  of  being  able 
to  demonstrate,  ”  he  reports. 

e  ie  instructing  them  on  what 
are  the  component  pans;  what 

“7  d°:  how  *ou  Play  ihe  game 
and  what  you  are  trying  to 


Wards  mounts  electronic  game  areas  in  over  100  stores 


Continued  from  Page  S29 
money,  and  the  effect  a  highly 
appealing  product  area  like  elec¬ 
tronic  games  can  have  on  other 
merchandise  categories,  must  be 
taken  into  account  in  making 
buying  decisions,  comments  Wil¬ 
liams.  "You  must  select  very  care¬ 
fully.  and  keep  your  SKUs  low, 
because  your  selling  prices  are 
now  higher." 

The  longer  lead  times  needed 
to  produce  sophisticated  elec¬ 
tronic  games  is  causing  Ward's  to 
pay  more  attention  to  manufac¬ 
turers  delivery  capability.  “We  re 
doing  this  to  protect  our  cus¬ 
tomers,”  says  Williams.  “Delivery 
performance  is  especially  im¬ 
portant  in  our  catalog  business, 
because  we  want  to  have  all  the 
products  we  list  available  for 
our  customers.’’ 

in  ordering,  we  used  to  bet  a 
little  bit  more  on  the  come  a  few 
years  back."  he  adds.  “Now.  if  we 


see  a  product  in  February  that 
looks  as  though  it  will  be  ship¬ 
ped  in  September  or  October,  we 
most  likely  will  not  buy  it." 


Increasingly  sophisticated 
uct  has  brought  many  eng 
into  the  toy  industry,  Wi 
points  out.  As  a  result,  h 
heves  manufacturers  “can  g 
a  realistic  fix  on  expectei 
livery  dates.  All  of  them  ar 
honest  about  it.  Every  mar 
turer  we  use  has  given  us  . 
of  time  to  do  something  abc 
item  we  are  considering  listi 
Ihe  catalog.  If  they  know  , 

gomg  to  be  shipping  later 
anticipated,  they'll  strongly 
ommend  that  we  carry  the 

0,1  y  at  retail.  and  not  i, 
catalog. 

Electronic  games  require  i 
"tore  extensive  use  of  po,! 
purchase  materials  than  do 


items.  Williams  notes.  “As  prod 
ucts  get  more  sophisticated 
you’ve  got  to  explain  how  some 
thing  functions.  A  number  of  the 
electronic  games  are  difficult  u 
sell,  if  you  don’t  have  instruction' 
at  the  point-of-purchase. 

Ward’s  new  display  areas  will 
feature  5-inch-by-7-inch  cards  ex 
plaining  the  functions  of  each 
game,  and  how  they  are  carried 
out.  All  the  games  will  be  securitv 
locked  with  a  tether  device,  but 
will  be  functional,  to  be  played 
by  the  consumer  or  demonstrated 

USES  SOME  JOBBERS 

1  he  chain  expects  to  use  job 
bers  early  in  the  year,  "when 
necessary,"  and  late  in  the  fall 
only  at  such  time  when  it  is  1,11 
possible  to  get  the  merchandis* 
from  the  factory."  This  policy  » 
followed  in  order  to  stay  in  a  com 
petitive  pricing  position.  Willi-1"” 

explains.  * 


Uses 


words  to  test  retailer 
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Home  computer  buyer  seeks  good  result*  „ 

..timothvhi'bek  ^  „m,„.  r,„  _  _  ,  Su|ts.  minimal  effort 


-ri>fOTI^  Hl'BtR 

B'fe-Pr^>dent/.Marketing 

' '  tel  Electronics 

M  jra  0f  wizardry  surrounds 
'"/ompuccr  a.  least  in  the  eyes 
f  the  general  public.  Geniuses 
°  ted  i hem.  Geniuses  make 
him  work.. -and  now  we  are  try- 
th  t0  ^11  them  to  John  Doe  for 
,nJ  ^  his  home!  The  question  is. 
*  it  take  a  genius  to  sell  one? 

There  are  three  kinds  of  home 
romputer  customers.  Only  one  of 
hem  has  the  trappings  of  what  we 
might  call  a  genius.  This  con¬ 
sumer  is  the  hobbyist.  He  may  also 


Timothy  Huber 

be  an  engineer  or  physicist  by 
trade.  He  has  been  the  target  of 
the  personal  home  computer  in¬ 
dustry  since  its  beginnings  in 
1975. 

This  consumer  knows  it  all.  He 
either  knows  computer  languages 
or  wants  to  learn  them.  And  he 
wants  to  do  his  own  program¬ 
ming. 

Intimidating  as  he  may  seem, 
he  represents  an  insignificant  per¬ 
centage  of  the  potential  sales. 

A  second  kind  of  user  is  the 
small  businessman,  who  is  looking 
for  a  system  that  is  reasonably 
elaborate  and  requires  custom 
software  programmed  by  himself 
or  the  retailer.  He  will  want  an- 
SWersto  questions  about  program - 
mability ,  capabilities,  storage, 
customization,  operation,  pack- 
age  costs,  etc.  In  addition,  this 
consumer  will  most  likely  make 
,s  purchase  at  one  of  the  many 
ree-standing  “computer  bouti- 
springing  up  across  the 
country  rather  than  through 
ain  department  stores  or  the 
ma»  merchant. 

b*UVVN  BY  SEX  APPEAL’ 

°f  consumer  has 
a'Hcrem  set  of  needs.  He  has 

„iO,e\  l°  sPend  and  is  thrilled 
tive  { ***  ^cing  an  innova 

<<rm«r0ni  rU,lner“  *n  marketing 
,h”*“  he  ‘s  called  the  “  leader 
r<  bed  on  by  retailers  to  buy 
Produi  i t,|Uj  introduce  them 


good  cameras,  fine  stereo  compo¬ 
nents.  and  the  latest  in  color  tele¬ 
vision  sets. 

I  vpically,  he  has  been  enjoying 
electronic  games  for  some  time 
They  have  caught  his  fancy  and 
given  him  a  basic  knowledge  of 
what  electronic  devices  and  ap¬ 
pliances  can  do  for  him.  Yet.  he 
has  two  requirements  of  the 
things  he  buys- he  wants  them 
hassle-free  and  easy  to  operate. 

The  personal  home  computer 


consumer  can  be  compared  to  the 
consumer  of  fine  cameras.  In  the 
camera  industry,  the  advent  of 
t  ie  automatic  single  lens  reflex 
opened  up  the  potential  market 
significantly  increasing  annual 
sales  by  five  and  six-fold.  This  de¬ 
velopment  underlined  the  fact 
that  consumers  are  interested  in 
the  end  product-a  beautiful 
photograph- and  the  ability  to 
shoot  it  with  ease.  He  wants  good 
results,  with  no  worry  and  a  mini¬ 


mum  amount  of  effort. 

I  his  same  attitude  prevails  in 
the  decision  to  purchase  a  home 
computer  — the  promise  of  good 
results  with  the  expenditure  of 
little  effort.  RAM  and  ROM. 
OHMS,  memory  and  silicon  chips 
mean  nothing  to  him.  Bytes  leave 
him  cold  and  the  concept  of  com¬ 
puter  languages  sends  him  Tun¬ 
ing  for  the  door. 

He  is,  however,  a  careful  buy- 
Continued  on  Page  S32 


INTRODUCING 

SUPERSONR  MASTERMIND 

The  ultimate  game  of  cunning  and  logic  -  a  perfect  sales 
companion  to  the  original  Electronic  Mastermind.  It’s  strategy 
gamesmanship  taken  to  the  furthest  degree  of  technology  and 
challenge.  The  principle:  break  the  secret  code  stored  in  the 
computer.  The  experience:  supersonic!  Supersonic  Electronic 
Mastermind  has  all  these  new  features: 


•  6  digit  codes  for  up  tol  million 
permutations 

•  Space  age  sound  effects 

•  A  digital  Timer  for  beat-the-clock 
games 

•  Fast,  clear  read-out  from  the  latest 
neon  display 

NEW  SUPERSONIC  ELECTRONIC 
MASTERMIND.  Brilliantly  conceived, 
brilliantly  packaged.  Another  sure 
winner  from  the  makers  of  the  most 
popular  game  in  the  world. 

SUPERSONIC  MASTERMIND 

^Invicta 

InviCta  Plasl.cs  (USA)  Ud-  200  F.fth  Avenue  Su.te940 

Mas.erM.nd  *  a.reg-s.ered  trademark  ol  Invcla  Pastes  .USA,  Ud 


SUKR-Somc 

Electronic 

MASTER  MIND 

r  I  3  4  5  77 


Off  G  ON 

7  8  9  SET 

4  5  6  TRY 


1  2  3  FAIL 


am 


I  A 


i^lnwcto  GAMES. 


*  ^ir*nd*“  ^or  him.  these  olln 
appeal  H<  likes 


^^nne^nsu-,  Electronics  Snow.  Boom  *4424 

.  4  An  ArnriuCt  03^ 
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Home  computer  customer  is  selective, 

Continued  from  Page  S37  is  convinced  the  system  "ill  work 

cr.  and  very  well  educated  in  for  him  with  little  effort  anti  no 
those  areas  that  matter  to  him—  anxiety,  he  will  most  like  y  u>  1  • 
and  RAM  and  ROM  memory  sys-  The  tough  question  is.  tow 
terns  do  not  matter.  OHMS  mat-  you  give  this  consumer  the  in 
ter  only  in  that  they  are  a  term  formation  he  needs  and  wants 
with  a  number  attached.  He  without  sending  him  away 
learns  that  ten  OHMS  are  better  swamped  in  a  morass  of  technica^ 
than  six.  vet  does  not  know  nor  and  intimidating  information? 
care  why.  The  term  is  a  comfort-  Sales  executives  know  you  cannot 
able  measuring  rod  in  a  strange  sell  a  product  until  you  can  know 
land,  and  is  serviceable  without  it.  breathe  it  and  feel  it.  But  in 
requiring  further  knowledge  on  the  area  of  personal  home  com- 
the  part  of  the  retail  customer.  puters.  too  much  knowledge  can 
Typically,  this  personal  home  be  a  problem;  it  can  actually  drive 

computer  consumer  will  come  the  potential  customer  away, 

imo  the  store  ask  about  the  sys-  KNQWS  Buzz  W0RDS 
tem,  use  the  demonstrator  models 

and  take  some  literature  home  for  There  is  so  much  talk  about 
study.  He  will  also  read  an  article  computer  systems  these  days,  that 

or  two,  collecting  information  some  knowledge  of  computer 

about  the  system’s  capabilities,  “buzz  w’ords  is  fairly  common, 

degree  of  difficulty  to  operate.  especially  with  people  toying  with 

reliability  and  what  gives  him  the  the  idea  of  buying  their  own 

best  deal  for  his  dollar  When  he  computers.  We  are  told  by  some 


yet  needs  some  educating 

..  .  n  L  in  J  nl  nnl  Utltl  J  n 


of  our  retail  buyers  that  a  kind  of  not  sold  anyone, 
testing  takes  place  between  the  We  have  prepared  enough 

customer  and  the  sales  associate.  formation  to  educate  the 

Tht.  customer  wants  to  hear  terms  Irom  the  ground  up,  yet  (hf.  . 

such  as  ’TO  OHMS'*  or  the  “16  bit  ers  we  talk  to  say  they  do  ,  /" 

microprocessor."  It  confirms  that  deal  of  research  on  then  Z" 

the  sales  person  is  informed.  But  There  is  such  an  abundano 

the  minute  the  talk  gets  really  information  available  thro,, 

technical,  the  consumer  retreats.  trade  magazines  and  the  Cons., 

OFFERS  TRAINING  Electronics  Shows,  that  ,h 

U  claim  it  is  just  a  matter  of 

To  provide  background  to  re-  sponding  to  the  information 
tail  sales  forces.  Mattel  offers  an  comes  their  way. 

1 8  hour  training  course  for  those  end  PER  for  mam r  r 
to  be  involved  with  our  Intelli-  END  PERFORMANCE  COL  M 

vision  home  video  system.  Even  buyers  do  not  require 

The  introduction  of  the  home  tensive  technical  informal 

computer  may  seem  right  out  of  1  hey  find  the  buzz  words  use; 

science  fiction,  but  it  s  here.  now.  because  they  form  a  basis 

Education  on  the  tremendous  comparisons.  But  the  real  co- 

potential  of  this  development  is  parisons  that  matter  come  do 

necessary -to  the  buyer,  the  sales  to  what  the  unit  will  do  for  th 

force  and  the  consumer.  Our  ac-  consumer,  how  simple  it  is 

tive  efforts  begin  with  the  buyer.  operate,  and  how  good  a  valu 


to 


Basic  glossary  of  terms  used  in  computer  technology 

Below  is  a  basic  glossary  of  terms  used  in  computer  technology.  ments  than  numeric. 


BASIC:  one  of  the  simplest  computer  languages.  Popular  with  com 
puter  hobbyists  and  used  on  most  small  systems.  (Other  computer 
languages  are  used  for  different  applications.)  Basic  combines  math 
symbols  with  some  English  words. 

BIT:  similar  to  part  of  a  letter,  it  registers  plus  or  minus  on  a 
switch.  The  order  in  which  these  plusses  and  minuses  are  ar¬ 
ranged  determines  what  the  message  will  be. 

BYTE:  space  used  to  store  one  piece  of  information  in  a  memory 
section.  That  piece  of  information  can  be  a  number,  a  letter,  or  any 
command,  depending  on  the  program.  A  byte  is  usually  four  or 
eight  bits  long. 

CATHODE  RAY  TUBE  (CRT):  basically  a  television  screen. 

CENTRAL  PROCESSING  UNIT  (CPU):  all  the  circuitry  that 
runs  the  rest  of  the  computer. 

CHIP:  a  small  piece  of  semiconductor  matter  cut  from  a  wafer  that 
has  one  or  more  components  (semiconductors)  formed  on  its  sur¬ 
face. 

COMPLIMENTARY  METAL  OXIDE  SEMICONDUCTOR 

(CMOS):  a  semiconductor  component  such  as  an  integrated  cir¬ 
cuit  (IC)  or  a  large  sale  integrated  circuit  ( LSI). 

ILUORESCENT  DISPLAY  (FLD):  a  mini  television  tube  that  is 
printed  with  fluorescent  images  which  glow  when  energized  by 
electricity. 

HARDWARE:  computer  equipment;  i.e.  CRT  s  CPUs. 

K:  1024  bytes  of  memroy.  In  home  computers  usual  capacity  is  4K. 

LARGE  SCALE  INTEGRATED  CIRCUIT  (LSI):  several  large 
circuit  boards  reduced  to  the  size  of  a  pinhead  and  bonded  in  a 
sandwich  of  insulation  material  such  as  ceramic  or  plastic. 

LIGHT  EMITTING  DIODE  (LED):  a  type  of  diode  that  emits 
light  when  current  is  allowed  to  pass  through.  A  diode  is  a  solid  state 
component  that  is  like  a  revolving  door,  in  that  the  electric  current 
‘■an  on,y  Pass  through  in  one  direction.  A  digital  display  consists  of 
several  LEDs  often  bonded  onto  a  gold  plated  LED  board.  The 
ig  i  shines  through  various  slots.  A  simple  display  has  seven  seg¬ 
ments  When  all  are  lit,  the  number  eight  is  visible.  Zero  is  six  seg¬ 
ments,  one  is  two  segments.  Alphabetic  displays  require  more  seg- 


LIQUID  CRYSTAL  DIODE  (LCD):  a  successor  to  the  LED.  it  is 
a  photo  sensitive  crystal  that  is  polarized. 


MICROPROCESSOR:  a  small  (micro)  computer  stored  inside  an 
LSI.  Its  size  is  usually  rated  by  how  many  bytes  of  storage  it  can 
retain,  i.e.  IK,  ‘2K,  4K.  part  ROM,  part  RAM. 


PRINTED  CIRCUIT  BOARD  (PCB):  a  very'  important  compo 
nent  in  electronics.  Most  components  are  mounted  in  the  PCB  It 
basically  eliminates  the  need  for  wires  and  connectors.  Parts  art- 
placed  in  holes  on  a  board  and  connected  —  usually  by  wave  solder 
ing.  T  he  board  is  first  coated  with  metal  (usually  copper)  and  the 
unwanted  copper  is  then  etched  away  leaving  a  circuit. 

PROGRAM:  a  list  of  operations  for  the  computer  written  in  a  corn 
puter  language. 


PROGRAMMING  LANGUAGE:  a  written  code  that  is  used  b\ 
the  operator  to  get  information  into  the  computer  and  to  tell  it  what 
to  do.  Its  responses  are  in  that  same  code.  i.e.  Basic. 


RANDOM  ACCESS  MEMORY  (RAM):  that  section  of  the  com 
puter  or  peripheral  that  stores  information  temporarily. 

READ  ONLT  MEMOR\  (ROM):  part  of  the  central  processing 
unit,  it  offers  built-in  information  the  machine  needs  to  operate. 


SEMICONDUCTOR:  a  material  part  way  between  a  resrstor 
mtt )  and  a  conductor  (copper )  including  silicon,  silenium.  eu 

SOFTWARE:  the  programs  a  computer  uses. 


cuu,  mrtais.  etc.  —  that  have  no  moving 

obsolete  l*V5  c*ectron‘c  component  almost  make: 

that  can  be  u*d  foTam”  r  r—  COnlaininS  thrce  or  more  e,e< 

mphficatton  and  rectification. 

»n  turn  are^li^dlnd*  t0ma,nin8  many  integrated  circuits 
wafers,  which  m  •  enca«ed  into  a  chip.  ICs  are  made  oi 
then  are  sliced  in/ aSUr<i.  a^^r°X‘malc*y  three  inches  round. 

pieces  and  sealed  into  the  chips. 

WAVE  SOLDERINr. 

parts  and  join*  ih  a  wave  of  solder  is  generated  that  I 

of  a  sowing  ^h„em  l°  the  Prim«*  circuit  board.  It  ts  used  i, 


^ectromcj^evo[ut»on  impqcts  on  market 


- IllVJJt 
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Integrated  c,rcu,ts  insure  low  prices  in«^  *. 

JAMES P.TANN  which  implies  attractive  markets.  we  must  first  d  f  PTOdlJCtS 

P  •—  Manager.  Tov  and  f2)  Prndurt  _ •  _  •  .  m  st  f,rst  define  a  eenerir 


B(, AMES r  TAN N 
Marketing  Manager,  Toy 

Cante  Components. 

Nallonal  Semiconductor  Corp. 
Consumer  electronics  retailers. 

welcome  to  the  future! 

,n  order  to  help  you  understand 
and  cope  successfully  with  the 
yresent  electronic  revolution.  I  d 
jjke  to  concentrate  on  its  impact 
on  the  marketplace. 

To  understand  the  future 
must  briefly  understand  the  na 
(ure  of  the  technology  that  ; 

encouraging  this  revolution. 

Let's  begin  at  the  lowest  build¬ 
ing  block"  with  the  integrated 
circuit  (IC).  The  electronics  in 
dusrv  has  continued  to  place 
smaller  and  smaller  circuit 
elements  on  the  same  size  chip. 
These  circuit  elements  are  usually 


we 


is 


James  P.  Tann 

represented  as  transistors.  While 
>n  1965  we  could  build  an  IC  with 
hlO  transistors,  today  we  can 
supply  the  same  size  IC  with 
100.000  transistors. 

^  hat  this  means  to  you  is  very 
simple:  As  the  circuits  become 
rnore  complex,  these  circuits  can 
Perform  more  functions  at  similar 
Prices.  Or.  stated  another  way,  a 
complex  function  for  a  certain 
Pr*ce  will  cost  less  in  the  future 

T K  ^  kecomes  smaller. 

h  fundamental  featuie  of 
-Rescan  be  described  as  the 

‘  performance  ratio.  As  this 

a n'0  fetS  sma^er  (more  perform 

cat*  °r  *0vver  c°st)  more  appli- 
>ons  become  available  for 
electronics. 

aru^  deClining  cost/ perform 
Prolifer!1.10  lS  acc<*lerating.  thus 
her  (  l^e  available  num 
banrf-a  ftl<clron‘c' based  or  en 

jCtd  Products. 

^ident*0  ,  rtlar^el  's  this  more 
elect,,1  1  'dn  *n  consumer 

the  r..>n|ts  market  therefore, 


which  implies  attractive  markets. 

(2)  Product  innovation  is  quick 
ly  rewarded. 

1  he  first  point  insures  con¬ 
sumers  of  the  lowest  possible 
prices.  The  second  insures  a  con¬ 
stant  stream  of  innovations  in 
ordei  to  establish  large  market 
shares  and  leadership  positions. 
These  two  factors  combine  to 
make  the  consumer  market  a 
leading  edge  of  this  revolution. 

Before  we  venture  out  on  the 
prognosticator’s  proverbial  limb, 


WC  must  first  define  a  generic 
consumer  product  or  system.  En 

vision  this  system  as  a  group  of 
blocks  labelled  Input. 

mg,  Instructions  and  Output. 

By  viewing  a  generic  product  in 
this  manner,  it  is  possible  to  fore¬ 
cast  trends  for  each  one  of  these 
subsections.  When  these  trends 
are  placed  together,  hopefully 
they  can  provide  an  idea  of  the 
types  of  products  you  can  expect 
to  see  on  the  market  during  the 
next  decade. 


There  is  a  difference  between 
real  innovation  versus  minor  en¬ 
hancements.  It  is  important  to 
understand  this,  because  this 
subtle  difference  could  make  or 
break  the  retailers  of  the  future. 

In  our  generic  system,  the  input 
stage  can  be  anything  from  simply 
turning  on  the  on/off  switch, 
through  hitting  keys,  to  finally 
talking  to  the  system.  Today’s 
present  technology  usually  re¬ 
quires  a  key  stroke  to  initiate  any 
Continued  on  Page  S34 


nea,  on*  ^mce  we  see  no 

We  cal!0'  'etuP  *n  lhis  direction, 
tioti  will  assume  this  revolu- 
1 1  ’  ontinue  to  a<  t  elei  ale. 

Will  r,.,‘<,nsumer  market  is.  and 
of  d„.  ai"  °n  the  leading  edge 
,Tl<rntai  *'  l,l°logy  for  two  funda- 

v°lumes  are  large. 


, _ BANDAI _ . 

fELECTRONICSI 
l_/4RCADL, — J 


Puzzled  about  which  electronic  games  to  sell  in  ’80? 
Pressured  to  meet  higher  profit  objectives  this  year? 
Doubting  the  profits  highly-promoted  games  will  bring? 

Offset  low-profit  sales  by  including  Bandai  Electronic 
Arcade ,M  games  in  your  merchandise  assortment. 
They're  programmed  to  bring  your  customers  value 
and  to  bring  you  profits. _ 


plight  time 

Cadge  compute*  $  o^aefc  on 

2<oic»  fkxxesceni  screen 


LCD  BASEBALL 

The  pinnacle  erf  sport  gomes 
Watch  ball  and  plovers  move 
on  laige  bquicHmtfal  screen 


SUPER  BASEBALL 

More  action  than 

being  at  the  stadium! 


CHAMP  RACER 

lSi  technology 


MISSILE  INVADER 

at  a  popula*  pnee 


SUPER  GALAXY  INVADER 

The  challenge  o»  arcade 
ocfkon  bnghf  screen  read-oui 


for  catalogue 


and  price  list  confoc  t 


a  me  5a  Metro  Wav 

Bandai-Amenca.  me 

Circle  No.  14  on  product  card 
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Microprocessors  help  producers  meet  consumer  demands 

VT1I VV  Vp  r'  r  processor  will  have  ere*, 


Continued  from  Page  S33 
action,  and  can  be  enhanced  by 
jov-sticks,  or  sliding  controls. 
Over  the  past  few  years,  the  input 
section  has  been  expanded  to  in¬ 
clude  radio  frequencies  (radio 
controlled)  and  other  forms  of 
remote  signal  generations. 

In  the  near  future,  the  input 
section  will  further  be  expanded 
to  include  voice  actuations.  The 
first  step  will  be  to  distinguish 
between  two  simple  frequencies 
(i.e.  ves  no),  expanding  to  limit¬ 
ed  phrases  (Channel  7)  and  finally 


by  the  end  of  the  decade,  sentence 
recognition.  Each  successive  step 
will  require  more  complex  elec 
tronics  to  recognize  words  and 
execute  the  proper  commands. 

The  systems  in  the  near  future 
will  exhibit  probably  a  combina¬ 
tion  of  all  forms  of  input  to  effec¬ 
tively  carry  out  their  task.  Just 
think  about  walking  into  your 
home,  where  appliances,  enter¬ 
tainment,  lights,  security  systems, 
etc.  are  all  at  your  verbal  com¬ 
mand.  Or,  if  you  wish,  you  can 
talk  to  a  device  and  it  will  listen 


and  react  to  you  I 

Within  the  processing  section 

resides  the  most  widely  discussed 
electronic  device- the  m.cropro 
cessor.  This  device  provides  the 
•  brains"  for  the  product.  Despite 
all  the  media  attention  the  micro¬ 
processor  is  receiving,  it  may  be 
surprising  for  you  to  know  that 
this  device  is  probably  the  lowest 
element  in  cost  in  our  generic 
system . 

more  interaction  ahead 

While  low  in  cost,  the  micro- 


THE  GAME’S  NOT 

OVER  YET 


FACT:  A  HIGH  PERCENTAGE  OF  ALL 
ELECTRONIC  MERCHANDISE  WILL 

expirationON  PR'OR  TO  WARRAN™ 

When  your  goods  are  returned,  how  will  you 
deal  with  them? . if  you're  smart  call  Wicely 

The  Wicely  Corp.  is  an  established  Electronics 
Company  whose  services  are  utilized  by  the  most 

tndus?,0US  names  *n  *he  consum©r  electronics 
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trained  service  technicians  «  l  “°lspa“'511 
control  personnel.  From  reoair  ^hani^s  and  quality 
quality  control  reports  and  ai5Semb|y-  Packaging, 
We  °"e' ,he  highest  quality  ^“^^'tation, 
•t  you  are  dealina  in  vm  he  price- 
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processor  will  have  great 
on  future  systems.  What  t 
device  does  is  take  the  input  'h's 
per  instructions  generate  an  I" 
put.  It  .s  evident  that  the  fas, 
more  complex  this  device 
comes,  the  more  complex  and 
teresting  will  be  the  functions"' 
will  handle. 

In  the  future,  these  devic, 
will  react  faster.  This  is  0f  k 

import  anec^fot-faster  processin 

allows  more  functions  to  be  pf.. 
formed  almost  at  the  same  tirn. 
As  an  example,  rather  than  goin 
“beep-beep,”  the  sounds  gener 
ed  may  be  extremely  complex  (i  ’ 
chords,  music,  real-life  act., 
sounds). 

Secondly,  these  devices  v 
offer  greater  versatility  to  des,  ■ 
engineers.  This  will  allow  prod, 
engineers  to  more  easily  des 
"brains'  into  more  products 
will  also  allow  manufacturers 
react  more  readily  to  rap. 
changing  consumer  demands 

It  is  conceivable  to  forec(1 
standard  processor  section 
signed  to  achieve  a  number  : 
different  product  roles.  By  sin  . 
modification  at  the  produ. 
line,  this  processor  can 
changed  to  go.  into  the 
consumer  product  of  the  mor 

Finally,  a  more  complex 
cessor  will  be  able  to  talk  to  icr 
processors  (they  can  do  th> 
day!)  in  a  very  economical 
ner.  This  will  spawn  com  -? 
products  which  become  con 
“systems'. 

The  initial  thrust  has  a 
begun  with  such  items  as 
games  connected  to  TV  ser- 
the  future,  we  can  envision 
cessors  talking  to  other  pnx 
within  the  home  for  such  1 
poses  as  security  and  enerc 
age,  as  well  as  entertaining 
to  processors  outside  the  resit-1 
—  large  computers,  data 
etc. 

GREAT  FUTURE  IMPACT 

The  key  word  or  concept 
“interaction"  The  mort  ^ 
better  processors  can  talk  ^ 

other,  the  more  imera^''  „u 

other  too 
ble 

sumers,  becomes  y^sl 
longer  does  the  consume r  j 

passively  view  tbe  , 

events,  but  he  can  tlU^  L,J(.k 
pate  in  “armchair  quar  ^ 
ing.”  These  complex  ,nte  IlVr 
systems  will  be  truh  111  )lTinu|H*  j 

and  will  undoubted^  L^^t. 

excellent  consumer 

In  describing  1  In'" 

Section.  I  never  ^  , 

they  work.  Basically-  t1’ 

is  a  dumb  device  that  n  ^ 
told  what  to  do.  ^  1  N  I 
tions  can  take  ma,u  "' ;,•  I 

may  be  program''  '  p^c 

Continued  on 


tween  the  consumer 
chines,  or  between 
sumers.  becomes  P°s‘ 
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Vfamili^f£?heaviest  buyers  of  electron! 


N'PD  Research. 


8-  JOHN  B1  ' 

.  pTf v  Kl  * 

J^wr.  To'  Market  Index 

1070  nearlv  50  million 
•jj  0t  electronic  tovs  and  games 
“V'  Jj^d  With  an  average  ticket 
xr  of  about  $25.50,  this  volume 

J£mlat«  <°  °'eT  S1  billion  in 

dollar  volume. 

In  terms  of  importance  to  the 
toU\  tov  and  game  industry,  elec 
tronics  represent  onlv  3  percent  of 
total  category  units,  but  nearly  16 
■Percent  of  total  category  dollars. 
Clearlv.  electronics  have  evolved 
into  a  major  industry-  factor. 

Lsmg  data  available  from  the 
Tov  Market  Index,  a  service  of 
^PD  Research.  Inc.  of  Floral 
park.  New  York  we  can  gain  a 
fairlv  good  picture  of  the  size  and 
structure  of  the  electronic  toys 
and  games  market,  as  well  as  some 
understanding  about  the  people 
who  are  bu\  i  ng  t  hem . 

ELECTRONICS  PACE  GROWTH 

Volume  trends  for  the  total  toy 
and  game  industry  indicate  over¬ 
all  growth  during  1979.  Dollar 
sales  were  up  17  percent  versus 
1978  and  unit  sales  were  up  2 
percent.  However,  if  we  sub¬ 
divide  the  jtegory  into  electronic 
and  non -e  aronic  segments,  we 
observe  tha  he  growth  traces  en¬ 
tirely  to  tht  emergence  of  elec¬ 
tronics. 

We  generally  think  of  elec¬ 
tronic  to-.  id  games  as  belong¬ 
ing  to  tw  afferent  types.  First 
are  the  TV  video  games.  These 
have  been  around  for  a  few  years, 
but  still  appear  to  be  on  a  growth 
curve.  During  1979  they  did  trend 
above  non-electronic  toy  and 
game  items. 

The  current  excitement,  how- 
ever-  is  over  the  non-video  elec¬ 
tronic  items.  Sales  of  this  type 
more  than  tripled  in  1979.  to  a 
r,Iail  sales  level  of  $782  million. 
2-3  times  greater  than  the  sales  of 

videogames. 

Electronic  toys  and  games  are 
expensive.  1  he  average  price  paid 
°r  a  TV  video  game  in  1979 
$34.95.  The  average  price  of 
non  video  electronics  is  less 


at 


$20.77,  but  this  is  still  con- 
above  the  average  $3.70 
^  lor  non  electronic  tov  and 

items. 

MARKET  EXPANSION’ 

fact  that  consumers 
to  pay  the  higher 


*iUii 


are 
price 


1978 


1979 


1978 


TOTAL  TOYS  &  GAMES 

05%  increase! 

1978 


1979 


NON-ELECTRONIC  ITEMS 

(7%  Increase! 

1979 


1978 


ELECTRONIC  ITEMS 

<4%  Decrease) 

1979 


1978 


1979 


NON-VIDEO 

02%  Increase i 


VIDEO 

(2%  Increase) 


Comparative  prices  for  non  electronic  toys  and  games  and  electronic 

coys  and  games  for  the  years  1978  and  1979  appear  in  this  illustration. 


7^7  that  the  electronic 

thought  of  as  more 
aTT*1  more  educational  or 
tKp  jydfrticated.  Additionally 
^^T^tronic  ‘terns  frequently 
*  variety  of  games  and 
levels.  This  would 
justify  a  higher  price 
ih  attributed  to  elec 


tronics  may  be  viewed  as  true 
market  expansion.  The  fact  that 
the  non  electronic  segment  of  the 
market  has  remained  stable  sug¬ 
gests  this.  Further,  we  Find  that 
the  electronics  are  being  pur¬ 
chased  for  older  children  and 
even  for  adults.  These  purchases 
do  not  represent  replacement  for 
other  non-electronic  items 
bought  by  the  same  consumers. 

The  appeal  of  electronics  to 
older  children  and  adults  was 
even  greater  in  1979  than  in  1978. 
which  may  suggest  growing  inter¬ 
est  or  awareness  by  these  age 
groups  over  time.  If  this  continues 
in  1980.  market  expansion  may 
well  continue. 

GAIN  WITH  LARGE  FAMILIES 

The  heavy  buyers  of  electronics 
are  families  that  are  up-scale  on 
education  and  income,  and  where 
the  housewife  is  in  the  35-54  age 
range  and  is  employed  part-time. 

Naturally,  the  heavy  buyers 
usually  have  children  in  the  6-12 
and  13-17  year  age  groups.  How¬ 
ever.  we  notice  a  skew  toward 
larger  families;  i.e.  families  with 
several  children  in  these  groups. 
Perhaps  it  is  the  larger  families 
who  can  best  benefit  from  an  elec¬ 
tronic  item  that  can  satisfy  several 
family  members  in  a  play  activity. 
The  multiple  skill  levels  ot  the 
electronics  would  further  enhance 

this  advantage. 

The  heavy  buyers  also  ten 
reside  in  the  larger  cities,  having 
populations  of  500.000  or  more. 
In  terms  of  regional  development 
the  heavy  buyers  of  video  games 
are  on  the  West  and  lhe 
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Cemra'l'c'ensus  Divisions.  1  he  city 
size  and  regionai  deveopnren 
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not  have  achieved  good  distribu¬ 
tion  in  all  areas  of  the  country. 

VV  hen  demographic  profiles 
were  developed  on  buyers  of  elec¬ 
tronic  items  during  1978.  similar 
skews  were  observed.  Interesting¬ 
ly.  however,  the  profiles  of  the 
1978  buyers  were  more  extreme  in 
the  skew  to  families  upscale  on 
education  and  income.  Perhaps 
more  upscale  families  are  inno¬ 
vators  and  are  more  willing  to  ex¬ 
periment  with  “new"  items 
available  each  year.  This  would 
be  especially  true  of  expensive 
new  items,  since  these  families 
have  higher  discretionary  in¬ 
comes. 

In  general,  mothers  do  most 
of  the  toy  and  game  purchasing 
for  both  electronic  and  non-elec¬ 
tronic  items.  However,  with  elec¬ 
tronics.  fathers  are  often  involved 
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This  graph  illustrates 
of  electronic  items  for  the  years 
1978  and  1979,  as  compiled  by 
!\JPD  Research. 


ic  games 

in  the  purchase.  Fathers  are  twice 
as  likely  to  purchase  an  electronic 
toy  or  game  then  they  are  to  pur¬ 
chase  another  type  of  toy.  14  per¬ 
cent  and  /  percent  respectively. 

Upon  closer  inspection  we  find 
that  it  is  the  TV  video  games  that 
fathers  are  buying.  Fathers 
bought  22  percent  of  them.  Per¬ 
haps  it  is  because  these  are  higher- 
priced  items  or  because  fathers 
want  to  actually  play  with  the 
electronic  items  themselves. 

MORE  MALES  GET  INVOLVED 

Males  seem  to  be  more  involved 
in  both  purchasing  and  playing 
with  electronic  toys  and  games. 
Fifty  eight  percent  of  the  elec¬ 
tronic  purchases  are  bought  for 
boys  only;  another  10  percent 
were  bought  for  boys  and  girls  to 
share.  Consequently,  very  few 
electronics  are  bought  for  girls 
only.  7  percent  of  TV  video  games 
and  27  percent  of  non-video  elec¬ 
tronic  toys  and  games. 

This  is  definitely  related  to  the 
types  of  play  activity  that  have 
been  translated  into  electronics. 
The  majority  of  existing  electron¬ 
ic  items  are  either  sports-oriented 
or  space-oriented.  Both  spheres 
of  interest  probably  have  more 
appeal  to  men  and  boys. 

In  almost  all  instances  the  elec¬ 
tronic  toy  or  game  purchase  is  a 
planned  purchase.  Eighty  four 
percent  of  the  time,  the  decision 
to  purchase  a  TV  video  game  has 
been  made  prior  to  entering  the 
store.  Slightly  less  frequently  the 
non-video  toy  or  game  purchase 
is  planned  (75  percent).  As  a 
benchmark,  a  pre-shopping  trip 
purchase  decision  is  made  only 
42  percent  of  the  time  for  the  total 
toy  and  game  category.  The  high 
level  of  planned  purchasing  tor 
electronics  is  not  surprising,  given 
the  high  ticket  price  and  the  tact 
that  many  of  the  items  are  bought 
for  the  entire  family. 

PRICES  COULD  DECLINE 

Observations  at  Toy  Fair  this 
year  indicated  that  many  tov  com¬ 
panies  have  identified  electronics 
as  a  strong  potential  source  tor 
new  growth.  Consumers  will  have 
countless  new  electronic  items  to 

select  from  this  year. 

Many  of  the  new  electronic 
items  will  be  hard  to  differentiate 
from  items  already  on  the  market. 
However,  as  the  environment  be¬ 
comes  more  competin' e.  we 
might  expect  prices  to  drop.  Elec¬ 
tronics  may  then  be  affordable  to 
a  broader  base  of  families  and 
market  expansion  may  therefore 
continue. 

Additionally,  some  of  the  new 
electronic  items  do  provide  new 
play  activities.  These  should  cei 
tainly  contribute  to  furthei  mar- 
Continued  on  Page  SIS 
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bility  much  improved  over  '79 


C**ns -ntted  from  Page  j 
fafl  ic  rn^re  chips  are  being 
used  in  fewer  end  products  >,  but 
it  isn't  increasing  at  the  rate 
-be\  ve  ero»n  accustomed  to 
either  While  suppliers  contend 
their  major  markets  remain  firm, 
reports  are  beginning  to  filter 
through  that  the  ’^cession  may. 
for  the  first  time  be  affecting 
the  electronics  industrv.  which 
p-evioush  had  been  considered 
recession  -  proof .  ’ 

Growth  projections  made  last 
vear  bv  the  suppliers  did  take 
into  account  that  a  recession  was 
overdue.  However,  the  slow¬ 
down  has  been  greater  than 
expected  and  vendors  may  not 
even  meet  their  conservative 
edictions  for  1980. 

Ironically,  vendors  are  now 
counting  on  leisure  time  elec¬ 
tronic  manufacturers  to  keep 
their  growth  chart  lines  taut  and 
pointing  skyward. 

CHIP  SHORTAGE  HURTS 

According  to  Charles  Hill,  a 
semiconductor  analyst  who 
serves  as  a  vice-president  in  the 
Research  Department  at  Bache, 
Halsev  .  Stewart  and  Shields,  toy 
manufacturers  were  hurt  last 
Christmas  by  the  unavailability 
of  components. 

Hill  notes  that  “the  rapid, 
initial  buildup'  on  the  part  of 
toy  and  hobbv  manufacturers, 
coupled  with  the  fact  that 
vendors  saw  that  1979  “was  a 
sellers  market  all  the  way,’* 
made  component  manufacturers 
Hesitant  to  ‘  ‘commit  themselves 
to  tov  s  until  the\  were  sure  how 
it  would  ail  unfold.” 

In  addition,  he  observes, 
vendors  were  concerned  with 
profitability.  Toys  and  games 
are  a  high-volume  market,  but 
prov  de  a  relatively  low  margin 
for  the  chip  producers.  Limited 
capacity  and  low  prices  added  to 
vendors  hesitancy. 

It  pretty  much  costs  the 
same  to  produce  a  chip,  be  it  a 
high  end  computer  chip  or  a  toy 
chip.*  Hill  notes.  In  1979. 
vendors  did  not  wish  to  tie  up 
'heir  capacity  by  limiting  them¬ 
selves  to  stamping  out  toy  chips, 
because  it  takes  almost  as  long 
to  make  a  toy  chip  as  a  computer 
chip  and  the  profitability  “just 
was  not  there,”  according  to 
Hill. 

SUPPLIERS  NOW  SCRAMBLE 

But  the  recession  is  sending 
out  reverberations,  and  the 
^recession  proof”  electronics 
Held  is  experiencing  a  slow¬ 
down.  This  is  leading  suppliers 
scramble  for  new  accounts. 
You  won  t  see  the  semicon 
uctor  industry's  growth  go 
opines  Hill  Instead, 
r  *  nc*  willingness  to 
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The  dauning  of  integrated  circuits  has  pushed  tubes  and  other  elec¬ 
tronic  components  into  the  background. 


deal  with  manufacturers. 

Last  year  vendors  were  “cap¬ 
acity  limited  and  chose  to  serv  e 
the  high  end  of  the  market.  ‘  De¬ 
mand  for  toy  chips  exceeded 
expectations,  says  Hill.  “Toy 
manufacturers  were  coming  off 
almost  ground  zero  in  that 
particular  end  of  the  business. 

They  will  get  all  the  compo¬ 
nents  thev  need  this  year,’  he 
states.  "I  think  next  year  they 
are  probably  going  to  have  more 
chips  than  they  want,  because 
they  will  be  capacity  limited.” 

SEES  FUTURE  SQUEEZE 

Hil!  cautions  that  “the  toy 
industry  will  get  squeezed  in 
tough  times.  Toy  manufacturers 
won't  always  get  top  priority 
from  semiconductor  vendors. 
There  is  a  time  coming  in  the 
next  Five  years  where  a  seller’s 
market  will  return,  and  the  toy 
industry  is  again  going  to  get 
caught  with  the  short  end  of  the 
stick.” 

In  the  interim,  Hill  believes 
semiconductor  prices  will  “come 
down  next  year,  absolutely.  If 
you  are  capacity  limited,  you 
won  t  move  your  prices.  If  its  a 
buyer  s  market,  prices  will  come 
down. 

The  integrated  circuit’s  evol¬ 
ution  is  only  half  over.”  he  feels 
We  re  seeing  new  technology 
new  processes  every  day.  In  the 
next  five  years  we  ll  see  the 
same  kind  of  rate  reductions  that 
occurred  in  the  past.  Semicon 
«u«or  manufacturers  can  only 
dnve  down  the  price  so  much, 
ui  they  can  now  put  so  much  on 
.  chip,  that  the  actual  cost  will  go 
>ou  will  see  some 


pretty  high-powered  toys.” 

Major  semiconductor  vendors 
contacted  bv  LEISL~RE  TIME 
ELECTRONICS  all  acknowl¬ 
edged  that  they  are  upgrading 
existing  plants  or  bringing  on 
new  front  ends  to  meet  present 
demand.  They  contend  there  is 
no  softening  in  the  market. 

INCRE  ASING  CAPACITY 

Bemie  List,  vice  president  of 
MOS  Operations  at  Texas  Instru¬ 
ments,  Dallas,  says,  “We  are 
increasing  our  capacity.  Right 
now'  w'e  are  not  meeting  the 
demand  of  the  electronic  game 
industry’.** 

But  List  reports  TI  is  trying. 
He  notes  that  in  the  four-vear 
relationship  between  TI  and 
electronic  games,  the  company 
increased  its  capacity  fourfold 
the  First  year,  tripled  it  the 
second  year  and  doubled  that 
capacity  last  year. 

Noting  recent  attempts  by 
Japanese  vendors  to  infiltrate 
the  U  S  market.  List  adds.  “Our 
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intern  is  to  build  enough  , 
to  supply  the  U  S. 
not  allow  the  Japanese  *  " 
inroads  The  compar  . 
rently  expanding  jts 
operation  and  will 
wafer  fabrication  caPa. 
“earlv  next  year.” 

List  acknowledges  TI  has 
been  able  to  take  on 
customers.  Instead,  the 
pany  has  increased  its 
tions  to  "established  custor 


with  fair-shared 
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With  additional  eapacitv 
to  come  on  line  in  1981  the 
plans  to  seek  new  clients 

The  TI  vice  president  be 
the  energy  crunch  is  "a  - 
the  electronic  game  market 
home  market  for  games  is 
showing  any  signs  of  softer. 
Despite  the  segmented  dt 
turn  in  the  economy,  we  se-:  - 
upturn  for  home  electronics 

GROWTH  STILL  CONTINUES 

Ken  Greenberg,  micrc* 
cessor  product  manager  at  C  - 
eral  Instrument  s  Microelect: 
ics  Division.  Hicksville  N 
contends  the  semicondt.: 
market  is  growing  tremend: 
ly.  We  re  still  looking  for  20 
or  40  percent  growth  this  ye 
Business  is  a  little  slower  tb.r 
we  originally  forecast,  but  we 
took  the  recession  into  accc. 
when  we  were  making  c  _* 
predictions . ' 

Greenberg  detects  “a  fur.: 
mental  difference  in  the  wav  : 
and  hobby  manufacturers  h__ 
their  products  and  the  way  : 
semiconductor  business  bub 
its  products.”  He  notes  that  : 
costs  involved  in  establish:.-.;, 
wafer  module  run  in  the  tens 
millions  of  dollars,  and  that  : 
cost  of  money  mandates  vend 
to  keep  these  modules  runr. 
at  all  times  once  thev  come 
line.  “We  can’t  run  our  b_ 
ness  in  a  cyclical  oature  d 
toys.  If  toy  manufacturers  cc- 
build  year-round,  demand  thr 
would  have  no  problem  get-  - 
pans.” 

All  the  vendors  feel  that  t. 

Continued  on  Pig* 


electronic  game  consumers 

Continued  from  Page  S37 
ket  expansion.  Whether  electron¬ 
ics  will  maintain  the  sales  momen¬ 
tum  observed  in  1979.  however  is 
difficult  to  forecast. 


down  and 


1  he  information  used  in  this  article 
comes  from  The  Toy  Market  Index  a 
senke  of  NPD  Research.  Inc..  Floral 
Park.  New  York. 

M*D  maintains  an  on  going  panel  of 
over  13  000  nationally  representative 
t amuics  Lsmg  a  monthl>  pre  structured 
r>  ihe  panel  members  report  pur¬ 
chases  to  NPD  regarding  certam  selected 
^icgones  Respective  to  toys,  the  infor 
(nation  reported  includes  date  of  pur 


chase  manufacturer  name  ten 
purchased:  number  purchased  P1*- 
paid;  name  of  store  where  purv-^ 
made:  tvpe  of  store  where  made 
made  purchase;  for  whom  was  ice®  P“ 
chased:  occasion  for  purchase;  wbetc- 
pur chase  was  planned  or  unpul^ 
tent  of  influence  from  recipient. 

The  data  are  then  tabulated  a-- 
t tonal  sales  projections  are 
each  toy  item  made  by  each 
facturer  within  each  toy  cacegcn  '  ^ 
facturers  and  retailers  can  and  - 

•  i '  - 

analyzed  the  data  in  a  vaneo 
to  better  plan  their  sales  strategy 
rently.  those  companies  who  »u0>- n 
the  Toy  Market  Index  rcpre>cn» 

47  percent  of  total  industrv  sales 
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Component  suppliers  to  leisure  time  electronics  market 

a  listmg  of  electron, c  ,n  customer  designs  Deliverv  .  .  »»  IHUfTOT 


b  3  listing  of  electronic 
‘■^Lattent s  suppers  for  Insure 
‘•ZjZftdactS  manufacturers  In 
{££*  «  based  on  repl.es  to 

an  LTE  survey 

BECKMAN  INSTRUMENTS 
DIVISION 

Harbor  Blvd. 

Fullerton.  Cal  92634 

Currently  supping  half  a  dozen 
and  hobby  manufacturers 
LCDs  and  PGDs  for  elec¬ 
tronic  and  pinball  games.  Sales 

are  off  the  shelf. 

RE.  BRELER  CO. .INC. 

2  Haven  Ave . 

pon  Washington.  N  Y.  11050 
fbis  electronics  distributor  offers 
speakers  (lead  time  six  to  eight 
weeks),  transformers  for  voltage 
regulation  (eight  to  ten  weeks), 
semiconductors  (eight  to  20 

weeks),  and  custom  moldings  for 
housings  and  other  parts  (ten  to 
twenty  weeks). 

CRYSTALOID  ELECTRONICS 
CO. 

4976  Hudson  Drive 
Stow.  Ohio  44224 

Manufactures  liquid  crystal  dis¬ 
plays  for  electronic  games  with  a 
lead  time  of  eight  to  twelve  weeks 
ARO.  Currently  supplies  three 
toy  and  hob1  y  manufacturers. 

GENERAL  INSTRUMENT 
CORPORATION 
Microelectronics 
600  W.  John  St. 

Hicksville  N  Y.  11802 
One  of  th*  largest  electronic  sup¬ 
pliers  to  •  leisure  time  elec¬ 
tronics  in  .  r.ry,  this  manufac¬ 
turer  offer:,  a  series  of  microcom¬ 
puters  for  ;  ious  video  and  elec¬ 
tronic  gar,  Currently  supplies 
approximate  ly  50  firms  and  has  a 
lead  time  or;  delivery  of  12  weeks. 

EXAR  INTEGRATED 
SYSTEMS 
750  Palomar  Ave. 

Sunnyvale,  Cal.  94086 
Supplies  five  toy  and  hobby  man¬ 
ufacturers  with  servo  integrated 
circuits  for  use  in  radio  controlled 
cars  and  model  airplanes.  Lead 
tlmc  ia  10  weeks. 

l-ADCOR.  INC. 

^  E.  Caribbean  Dr. 
unnyvale.  Cal.  94086 
j.  c,s  dot  matrix  liquid  crystal 
l!,P  «y  for  handheld  games.  Lead 

‘n,f'  on  deliveries  is  10  to  14 

weeks. 


‘JTkONix.  INC. 

,  ^'KmottadKd. 


Jva. 

Cal.  95014 

ikO!*^**  ^EDs  for  alphanumeric 
a  lead  time  of  16  to  24 
t0  .  °ffers  LCDs  in  eight 
(V.  tr‘*n  wreeks  time  Manu 
•  custom  products  for 

applications  as  specified 


«n  customer  designs  Deliverv 
ranges  from  20  to  35  weeks  de 
pending  on  complexity. 

MOLEX INCORPORATED 
2222  Wellington  Court 
Lisle,  III.  60532 

Produces  connectors,  cables 
sockets  and  switches  for  use  in 
home  entertainment  units,  elec¬ 
tronic  games  and  personal  com¬ 
puters.  Supplies  approximately  50 
firms  at  this  writing.  Also  offers 
special  custom  products.  Lead 
time  on  the  standard  product  line 


is  six  to  twelve  weeks. 

MOTOROLA,  INC. 
Semiconductor  Group 
5005  E.  McDowell  Rd. 

Phoenix.  Ariz.  85008 
Provides  a  number  of  semicon¬ 
ductor  products  for  video  games 
and  home  computers.  Lead  times 
are  determined  by  consulting  the 
firm's  factory. 

NATIONAL  SEMI¬ 
CONDUCTOR  CORF 
2900  Semiconductor  Dr. 


Santa  Clara.  Cal.  95051 
While  it  currently  supplies  about 
12  major  leisure  time  electronics 
manufacturers,  this  house  also 
offers  two  learning  aids  that  are 
sold  at  retail  (Quiz  Kid  (U,  S9.95 
and  Quiz  Kid  Speller  @  $24.95). 
Among  the  components  it  pro¬ 
duces  are  microcontrollers  for  toys 
and  games  (lead  time  32  weeks), 
remote  control  chip  sets  for  toys 
(16  weeks),  custom  electronics 
modules  for  toys  and  games  (one 
year),  LED  lamps  and  displays 
Continued  on  Page  S41 


JUST  WHEN  YOU  NEED  IT  MOST: 
A  UNIQUE  NEW  BATTERY  CHARGER 
FROM  GENERAL  ELECTRIC. 


■  ji  f 


Introducing  GE’s 
new  “Double  Charger”  — 
a  low*  cost  recharging 
system  that  charges  more 
batteries  faster! 

GE  introduced  the  world  to 
miniature  recharging  systems. 
Now,  to  keep  pace  with  today’s 
changing  electronic-product  re¬ 
quirements,  we’ve  taken 
rechargeable  battery  power  one 
step  further.  The  new  GE  “Dou¬ 
ble  Charger”  charges  twice  the 
number  of  batteries  and  does  it 
faster  than  previous  GE 
chargers.  It  has  the  capacity  to 
handle  up  to  eight  AA-size  or 
four  C  or  D-size  batteries  or 
two  9-volt-size  batteries  during 
a  single  charge  cycle.  Batteries 
are  ready  to  use  in  three  to  five 
hours,  fully  charged  in  eight  to 

twelve  hours. 

It’s  great  for  the  new  elec¬ 
tronic  battery-powered  products 
that  require  more  batteries. 
“Double  Charger”  —  increased 
battery  charging  convenience  at 
low  cost. 

“Double  Charger”: 
Simultaneous  Charging  of 
Different  Size  Batteries. 

The  new  “Double  Charger 
can  recharge  two  di,'®ren'  . 

size  batteries  simultaneously. 
Any  size  GE  battery  module 
can  be  quickly  combined 
with  any  other  size  at 
same  time.  And  consumers 
still  get  the  benefits  ot 


GE  Rechargeables: 
batteries  that  can 
last  for  years,  up  to 
1,000  recharges,  con¬ 
sistent  power  and 
performance,  and  a 
recharging  cost  of 
only  about  5  cents  a  month. 
It  all  adds  up  to 
battery  power  that 
matches  today’s  in¬ 
creasing  electronic- 
product  requirements. 
And  GE  is  helping  to  kick 
Elf  our  introduction  with 
this  special  offer. 


SPECIAL 
INTRODUCTORY  OFFER! 

Effective  May  i  tnrougfi 
August  31.  1980 

Regular 

Suggested  Retail  Price*  S5.98 

Special  Introductory 
Suggested  Retail  Price*  $3.98 

'Manufacturer'*  iuggaatad  ratal!  pnea. 


And  consumers  can  save 
still  more  when  they  buy  na¬ 
tionally  advertised  battery- 
operated  products  containing  a 
$2  mail-in  Rebate  on  GE  s 
battery  chargers. 

Consult  your  GE  sales 
representative  or  contact 
General  Electric  today: 

General  Electric,  Battery 
Business  Department, 

P  O  Box  992,  Gainesville,  FL 
32602  (904)  462-391 1 


We  bring  good  things  to  life. 
r^ERAL  *  “ECTRIC 


Circle  No.  16  on  product  card 


v  in  ltd  V  IIOII II %  U'ONIO,  M**  I'"*' 


Toy  firm*  learn  to 


comply  «'»h  «>mlconductor  load  tl*  j 

wt  *  _  ^  thin  tlrtlln  ii. 4il.il. i 


<  t'HllMhfd  /♦»*♦»!  /NlgC  S 

•ml  hnhhx  m.iiiiilrti  mu  i'  »nr 
mil  «»,»  .i  «tiixr  I  hr\ 

tlMIII  Mil  lilt  If  llllMlIlIrtl  lllll'l^ 
writ'  m*l  mnhrtt  M  ill»  till'  I"  "  N 
mu  li  nl  lime*  Imnlxrd,  it  mi  I  hn 
,i  t «  mi  It  (tlffMMi  tl  pnml\  l«t  I  hr 
(MSI  ,S|t\  I  t.H  I  Mill  IK  W  i  ll 

IV It  ihr  itMUf  ni  i hr  tr*t  ol  die 

\  i  1 1 1 1 1 1 1  *i  llut  l<  nil  ,1  I « *  drilling 
uilll  Ml  tlniif  m.imiliU  ItOf'l  * 
ih.ti  phn  I’  Ol  del  *  I  HI  lv  HI  r  going 
in  m  i  .ill  tlii'  pHM*  lhr\  nrrtl 
I  lv  i  mommi  analog*  gt'  rn  h\ 
ihr  \ f'liilut n  ii  ihm  "It  hike*  h 
Innget  Hint  tn  develop  h  i  lii|i 
th.ni  it  ilm-M  in  | »t tut  h  gnttir 
Ihm  til 

Stephen  Field*,  |uiltlli  irln 
nniiM  liliritui  .it  National  Send 
1 1  Mil  1 1  n  till  Santo  (Ihui,  Cnlil  , 
.riiriii  (lint  "Drnutlnl  Ini  nciiiI 
i  ntn  I  in  I  m  |  n  m  I  in  |  i  In  *.  I  ill  mi  I  hr 
i  mi  hut  il  m  'lowing  iln\Mi  n  hit 
in  Nome  in  Inin  Ihr  *lowdoWII 
I*  Mill  nr  II  m*  ihr  IliiHlil  Ini 

example,  ihr*  HtllO  llliltlrttiy  iw 
'lowing  ilnwil  hilt  wr’ir  Mill 
'lopping  ****** r*  ni  iiin  nlnhn  Ini  m 
In  ihf'iii  hn  nimr  llirir  nn  mm  r 


«,  mu  nitihn  Ini  *  l’rl  ’  ,,,t  / 

ihmiHh  I let  toll  In  making  *•  "' 


I  HI  N 


|  I,  lilt  hull  'fixed  HN  MIHlIt*  • 
lltg  mnn.iqri  hn  m\ -i  nml 
HI  Nniiminl  helm,  hnniiimIum  «'l* 

I •  i mriii  |*n«n  'The  KlwU 

i  ninponeM*  ln\‘N  MN*’  H 1 1  nUM 
i  imlnm  ,nn, hi,  IN."  hr  note * 
\\'i  hnvr  1 1 1  built!  ihrin  bn  •* 
n I ir i  tin  Inn,  I  Ion  I  hr  chips  wr 
hullil  lm  Mniii  I  nn  M"i  going 
III*  1 1  nr  1 1  ill  H  <»M  ‘HI,  N  MU  I  HU  I 
plus  hnnki  ihnll  with  \mii 
('HI  ," 


(1M 


M  i  s  no  *  :mr  JUIOR  *  AC* T 


Ihr  Nniiminl  Send,  ondut  lot 
Mpokeaitutn  state*  (hni  with 
i  unIoim  rlilp*,  "l hr i r  iN  nn 
i|iirn| Inn  nl  allot  rttlnn,  nn  ipn  n 
Unit  nil  i  If*  1 1  V<*  I  V  with  mil 

yrrtl  lead  llmm  fm  ihmr  i  li 
i  1 1 1  In ,  I  hr  i  r  in  plrilt\  nl  llllir  In 
I  ilmi  lm  I  hr  1 1  |  >r**(l  net  i**»* ,  hr 

HnnrilN  Field*  also  say*  Nn 
liminl  Srtnlt  muhn  lm  i  nit  ilrllvi  i 
M  .iiiil.it  tl  i  hijiN  ill  l(»  In  IM  wrrk* 

"  Their  in  nn  shortage  nl 

i  Itlpx,"  hr  tin  lair*,  \it\mir 


Qflmn  foaturoa 

Control  nnd  Pirino  Dutton 


'  itKtrofllo  Dntth  Sound  tthWi 

*  Automata  Digit,, i  $o0rj,iQ 

!  rn;«  .  '•  rtVHIilflY  that  $ SpWt  Aft  ttu<  A<  dot) 

POCHPl  AYtHINOS  INC  ,*  . 


^OgH 


UK  nl  ci  |  Booth  moo 

1  tutll*  Nn  40  urt  lltuUual  U«M| 


11  mi  II  Hilt  H  «  hip 
n  1 1|  i  Ml  I*  I  |  | 

nliorirtpr 

I,  ,,  with  I  hi*  linhinMV 

,  „  id  rt  i . . . 

. . .  i*"'""1'"1""  ,f| 

Vh.m.m  nml  N.  i.H  inlu  i  In  .hr 

,,.|M  hnp.nq.nKf.  Hiri.  *•••*-'** 

nnii.mm*  ihr  nnnkn  lm 

I  |i|n  i  niiitl  HOI  •"  n,Ml 

rmn.lt,  KlrliU  UfiUw 

|r|ni|ir  linn  rlrtlionh  n.nnii 

Imhltrl*  Ihfl.  wn.l  Awuy  howl 

inq  nhmil  n  «  hip  *hni I hh* 

' '  VV<  inltl  ihf  .n  ‘  V<»»i  *  ****  I  Hf  1 
,  hipN  hrt  nU*r  ynn  *H«I »*  •  «»nh  i 
thrui  In  i»»nr,‘"  l»r  ••«!©*•.  *  << 

,|,rV  I  UK  I  niilrinl  till  tin*  «  hip* 

•  h  , I  m  l« rhnini y,  limy 


I  hr 


m  i 

tl*  i' 


llirv  nrn 
vvmiM  luiv*  I  nn  I  thrm  in  t>*  t  rm 

hn  " 

Shill  Kni/.  nuuniK,  •  •  niimuiK-i 
ill  a  I  kr  1 1  lift  S  r  ill  1 1  null  in  «  ni 
( .imip  .il  Mnlm  oht .  M  •’  f»  H ,  Ail/  , 
lirllrvn*  toy  Mini  Knur  min 
npnlr*  "would  Hrl  nmir  m  ini 
,  mu  lm  lm  n  limn  iln«  imlUMtiy  in 
,i  ihiwntui King  cruiwiny,  win,  li 
\vi  .nr  vr  iv  likrly  ttppmfli  HIuk 
I  li  uni •  h  t  It.o  < 1 1 1 1  ms  «  i  ri  rnwion 
nl  hrt  it,  ,n«  i  nil  rill  ly  UaillM  t  Ilip 
IrtllllnlogN  .tif  likely  In  Mill  I « •  I 
I'm  •  Humph  ,  i  m  In  Ml  i  ml  npplh  .» 
ilnim  wntiltl  I  tilt  r  i  dttiinp,  .t 
tltm  m  m  n  In  Net \  *  \»t  .i  m  wiili , 

'  llln.tr  nnv  proplr  lookup  In 
pill  p.n  l  n  ml  i  •  l  hr  n  pint  hit  IN 
would  fjrl  1  nillpnnrnlM  " 


'in  <;i  s, sion  ruooi  •  nusiNrjs 


Mntomln  h.iN  a  pitigram  tot 

•  «»yt  rtiitl  KHliim  "hrt  nu»r  wr  *rr 
n  lt» I  t»l  (hit  u.h  h  irhilivrly 
•n't  •iMtmt  pint,!  hiiNittrNN,  mpr 

*  *'dl>  ill  I  hr  in  r.i  nl  huntllir  hi 

K-nurt  Knl  /  limit  (lull  Motm 
"In  will  in,  mine  ilrt  lord. II  in 
l(  imiir  lino  ,  h  <  until,  *  m  d,r 
n,  .n  lllltiit  lm)  imtrtih.il  "u  lul 
nl  wh.tl  Wt  tin  it  Ml  il  I  Irlrvititin 
I*  i*,r,l  I .  |t  \  t 'unit  h. it  Utulri i^nur 
•i  i r hi ii h  with  ihr  Inliodui  lion  ol 
v'd«u  tllNi'N,  It, urn 


•  oinpuiri  *t, 

| » *  (>KI  .tmio.ihlr 


video 

K'nitti," 

linn  lic-Hinnlllg  III  III 

"V  "■.'•vl.l„n  i, 

. . .  will.  it.  I,, 

. . .  •"  "I  | r II  Kim  t.IlM 

. .  .  M.nirl  (livl.li.n, 

. . iiuaml 

. avail 

'■  . . .  . . .  i  v  Ihu 

. . .  Will.  |„„ 

IN,‘»I“I  IIII1M4  llkt* 


vrtu 

in  n  Al  1 

. . .  . .  '"'vr  .,|| 

.  '  '  (Itrii 

1  w  |  *  If  I  I  |  f*  .  a 

,w 

•  1  *  III  n«*,.  •  .  i4. 

• .  . . 

. . MS  MAVO, 

Uni  i 

1  uk* 


M"\  <  -It »Wt  * 


III 


V  r  i 


«  «llll 


AIN 
innoth'oi  ni 


H»n\V|  h 

“Ihr,,, 


i 

1  hlM  yr  hi 

H*t 


•  m  Ml  view  "| 


I  4 


•d,lii  tonal 
hi 

»(*  Hi, my 


*»l  \  S 

t  Olllpo 


Wr 


,h  *4) 
•"•li| 


molt  O’ H  ilith  |« 

.  'h,l«  «v,||,h|i 

Whh  rtllni  Hir.l  flir 

,*nd  linn  Um'|  vrr  ""I'S 

'V'dl  M,m  (tut,  and  II  '  >'",1 

. . .  -tl . . 

In*  rtnirta  that 

whwh  mn,u,lu,  „t„  . 

i  limit. nul  unit*  dn  1  H 

it  mm  m,  it  mi  u  I  i|i  ph||)(f . 

during  rhlpa.  ^ 

<  llowrn  hf  I lr*vr>««  "t 

.  iii  .  1 

*omr  ol  lh*M>  attiitll  ,,  ll'' 

out  ol  (hr  markrj  ^ 
'“••*•  mntr  rhl|t4  '"*V 

available,  "||,r 


_SK(^  hrntiii . 

farlurrr  will  thru 

. . hr  h,m  rnnrr  ,,  'tr| 

ran  Imiovittr  ttiorr  "  ,lp 
Nay*  KothIU, 

In  hliologlt  al  i  hltUgCH 

Nering  now  new  dUp|>, 


Mr 

aymlt,  il/rr,  high  Ir 

propf,Mlmll . . . 

,m  much  l»y  out  huhoiip 
*  "Kl-i  now  H,.u 

up  ol  ihr  Iceberg  t'om|u.,,u)lh 

wluil  *  mining  tltiwu  tl„  H 


ihltik  OKI  imliiMt t y  vv ill  l„ 


pikr 


mtr  nf 


(lie  prime  driving  Ion  mi  ,(|((l 

ui  new  tri  Inviltigy," 

At  cot  ding  (o  Nrttitm.il  ,,i„ 
condnctm ’*  Fields,  ’  nu  I(IV 
i mill  Ml  ey  U  very  rr*  rpi  r 
Ir. tiling  edge  iet  Ii II, dogs  I)r,|, 

n  il  a  phmlit  iH  m  elrrii, »  || 
I  line’*  new  lerlninln^  t|,r 
block,  ihr  loy  cmnpiin  ,nr 
dying  to  u*r  u . 


CIIANI.I  l>  PI  KSPK  IIM 


Conic  make*  plan* 
to  broaden  U.S. 


lull  >.« 

nl  fin 


1.0*  1 


NF.W  YORK  i 
doititl,  ,t  mrtjoi  fuipi‘1'" 
t intiit  game*  nml  i*d|,,,‘ 
in  pirp.mng  to  hn*rttlr" 

.Il  .11  iImii  loll  l»  1  "  * 1  ( 

giratlve"  uiaiketlng  ‘  ( 

In,  luded  in  the  1  ,  | 

l.mii  xrt.in .,  with  I"  |(,,i 

urt*.  lm  .,  rt  Irtigc  i,,,h * , 


ilUtributoi  ol  •*nh"'"  ,iii- 

. .  1 "  ‘ " ' , . . 

rxt  litiive  l 1  S  ths,"  j  ,i  l> 

( limit  piftdto  i h. 

I  long  Istmg  ,,ilu'‘ 

now  «UU>!U"  «  „ 

. . 

glowing  ii»n*MMM' 

dlvininn  wlm  h  "* 1 '  ^  ,(|( , I, 

n it  i  *  luuulUci  *.  s‘"  4  ( ,,,) 

(  not,  *  IIUII  k cl  lOg 

Will  I,  I  V\  It  1 4  N.d,  * 


Ihr 
tin  him  It, 


It" 


"III  (hr  p.iHl,  when  \s-  mit* 
Ollt  with  tl  nrw  pm, I, i  wr 

ill, mghl  il  WH*  too  r* H |M ■,  Xd 

Wr  woilltllll  go  to  il  l0' 

m. mill. i,  luici  *  with  i*  'r 
,  h.ntged  out  mind*  on  1 11 
ait v*  Fields,  "  There  <••• 
NophiM i,  .uni  my  nmiKil , 

out  (hnc  capable  ol  I . . 

aoiur  rr.dlv  tirttl  slid! 


future  of  Integrated  circuits 

■  from  Pogo  S34 

(handheld  games), 
thf  ra  _I  nther  IC  s  (video 
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stored 


m- 

will 


.  stored  on  magnetic  tape 
arsenal  computers)  or 
<*  *n  come  from  an  external 
,hC'  (Cable  TV).  In  general, 
instructions  are  in  a  com- 
language  and  are  rather 

^During  ^e  next  decade.  H 
n  sets  or  software 
easier  for  the  consumer  to 
bcc°Af  a  matter  of  fact,  manu¬ 
facturers  «ho  develop  ways  of 
,'nnc  economical  software  into 
£  consumer's  hands  will  have  a 
significant  advantage  over  them 
compctitors- 

Component 

suppliers 

Continued  from  Page  S3 9 

both  standard  and  custom  (stock 
to  32  weeks)  and  audio  ampli¬ 
fiers  for  toy  phonographs  (eight 

weeks). 

ROCKWELL 

international 

Electronic  Devices  Division 
3310  Miraloma  Ave. 

Anaheim.  Cal.  92803 
Offers  microprocessors  and  one- 
chip  microcomputers  for  elec¬ 
tronic  games  and  pinball  ma¬ 
chines.  Lead  times  vary  from  off 
the  shelf  to  120  days.  The  com¬ 
pany  also  produces  custom  elec¬ 
tronic  sub-a^-emblies  for  electron¬ 
ic  games  Lead  times  for  these 
items  van  w;::.  the  application. 

SPRAGUE  ELECTRIC  CO. 

North  Adam s  Mass.  01247 
Supplies  standard  and  custom 
integrated  circuits,  transistors  and 
capacitors  Lead  times  will  vary 
trom  as  low  a;  six  weeks  for  capa¬ 
citors  to  as  ugh  as  48  weeks  for 
custom  circuits. 

tecknit 

Connector  Division 
Dermody  St. 

Crawford.  N.J.  07016 
ccmdes  approximately  20  leisure 
iIT*e  electronics  manufacturers 
’  di  connectors  for  electronic  dis- 
f1*-'  <tr.d  printed  circuit  boards, 
^  switch  contacts  for  keyboards 
control  circuits.  Lead  time  is 
IfJur  to  eight  weeks. 

IF*Xas  instruments 

Box  22510 
Texas  75265 

le>  *’ina*or oF lFlc  *^*con chip. 
Tuc*  *ri4lruments  offers  the 
r.  r  family  of  single  chip 

f,XOWiPut*T»-  Lead  time  is 
months  TI  also 
r,^nplex  sound  generators 
fllo  14  weeks)  and  a 


We  can  envision  for  the  future 
that  instructions  to  our  generic 
system  will  enter  the  system  in 
three  ways: 

1.  At  the  manufacturing  level. 

2.  By  the  consumer. 

3-  From  an  outside  source. 

T  he  third  method  would  give 
our  system  access  to  a  wide  array 
of  data  on  the  outside  world, 
consequently  making  it  even  more 
useful  to  the  consumer. 

NEW  DISPLAY  CAPABILITIES 

The  fourth  and  final  major 
building  block  of  our  system  is  the 
Output  portion.  Today,  it  con¬ 
sists  of  simple  sounds,  lights,  and 
TV  screens.  This  will  not  always 
be  the  case. 

As  IC  s  become  more  complex, 
new  display  capabilities  will  be¬ 
come  possible  in  size,  multi¬ 
colors  and  shape  recognition  at 
the  ‘handheld  level.  In  addition, 
the  possible  range  of  sounds  will 


be  expanded  to  include  multi 
levels  of  music  (chords),  speech, 
and  real  natural  noises.  Even 
the  TV  screen  may  change  in 
physical  size  (flat  screen  TV), 
and  also  its  ability  to  display  more 
realistic  graphics. 

MARKETING  OF  ‘SYSTEMS* 

In  essence,  our  generic  system 
will  be  able  to  duplicate  any  musi¬ 
cal  instrument,  display  a  realistic 
still  or  moving  picture,  and  con 
tain  much  more  information. 

What  do  all  these  advances  in 
the  generic  system  mean  for  the 
retailer  of  the  future?  They  mean 
that  future  consumer  electronics 
products  will  be  both  innovative 
in  their  features,  and  will  also 
serve  many  interrelated  functions. 
We  may  be  marketing  "systems” 
rather  than  individual  products, 
which  will  require  different  sell¬ 
ing  techniques.  The  systems  you 
will  be  selling  during  the  next 
decade  will  usher  in  an  Informa¬ 
tion  Revolution.  Consequently,  it 


is  clear  that  the  lifestyle,  as  we 
know  it  today,  will  be  altered 
greatly. 

Other  factors  may  even  acreler 
ate  this  revolution.  As  energy  costs 
increase,  it  is  more  economic  a  I  to 
move  information  than  people  or 
goods.  Consequently,  the  advent 
of  home  offices,  home  shopping 
and  home  banking  will  occur. 
Future-thinking  merchants  will 
not  only  he-  contemplating  how  to 
sell’  to  this  new  environment, 
but  how  to  sell  the  equipment 
which  makes  information  move¬ 
ment  possible. 

It  is  apparent  that  electronics 
will  permeate  the  consumer  mar 
ket,  and  will  change  not  only  the 
products  bought,  but  consumers 
lifestyle  and  fundamentally  the 
way  they  interact  with  other  peo¬ 
ple.  objects  and  institutions.  The 
retailer  who  understands  these 
forces  and  stays  in -step  with  the 
trend,  will  have  as  great  an 
advantage  as  the  first  users  of 
media  advertising.  ■ 
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Something  New 
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electronic  games  and  toys 

ONKO  ELECTRONICS  J»-LTD.n 
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Retail  training  program 

HAWTHORNE.  Cal. -A  tiain 
mt»  program  for  in  store  demon 
sirators  and  heavy  promotional 
roll  outs  in  February  and  March 
in  New  York.  Chicago  and  Los 
Angeles,  were  used  by  Mattel 
Electronics  to  launch  its  Intclli- 
vision  home  video  system. 

The  approach  is  part  of  a 
conscious  effort  to  build  a  long¬ 
term  brand  business,  states  Rich¬ 
ard  Hoag.  Mattel  Electro  lies 
vice-president  sales. 

Retailers  arc  seeking  a  major 
marketer  who  can  help  them  mer¬ 
chandise  and  sell  leisure  time 
electronics.  Hoag  maintains.  Me 
are  experts  in  consumer  research, 
and  we  believe  Intellivision  can 
be  a  foundation  block  for  creating 
a  long-range  business  in  what  we 
call  lifestyle  electronics.' 

Intellivision  is  a  modular  ap¬ 
proach  to  the  personal  home 
computer  market.  On  the  market 
now  is  a  master  component  —  a 
16-bit  microprocessor  that  con¬ 
nects  to  any  home  color  T\  set 
and  utilizes  20  different  game 
cartridges. 

Available  this  summer  will  be 
a  kevboard  component;  sold 
separatelv.  which  uses  pro¬ 
grammed  cassettes.  It  features  a 
60-key.  typewriter- like  keyboard, 
which  allows  the  user  to  feed  in¬ 
formation  into  the  system  and  re¬ 
ceive  personalized  results.  Eight 
cassettes  currently  available  con¬ 
centrate  on  various  self-improve¬ 
ment  areas. 

In  1981.  Mattel  is  expected  to 
build  a  personal  programming 
capability  into  the  Intellivision 
system. 

To  introduce  the  product  line, 
the  company  first  conducted  a 
test  market  program  last  Decem¬ 
ber  in  the  Fresno.  Calif.,  area, 
and  then  undertook  similar  pro¬ 
grams  in  New  York.  Chicago  and 
Los  Angeles. 

MEET  TOP  MANAGEMENT 

Initially,  company  executives 
made  presentations  to  top  man¬ 
agement  officials  at  various  mass 
merchandise  chains  in  the  dif¬ 
ferent  markets,  says  Hoag.  “We 
feel  we  are  presenting  a  new  con¬ 
cept— a  new  product  classifica¬ 
tion  and.  indeed,  a  new  way  of 
life.  We  know  that  handling  it 
requires  a  major  commitment  of 
space,  lunding  and  staffing,  and 
that  these  are  decisions  that  can¬ 
not  be  made  by  a  buyer.” 

Department  store  chains  are 
especially  excited”  about  the 
oncoming  personal  computer 
market,  reports  Hoag,  “because 
it  adds  extra  dollars  for  them.  We 
ire  getting  them  to  understand 
that  this  really  is  a  new  business." 

ter  selling  the  concept  to 
managements  in  the  Fresno 
market  area.  Mattel  officials  held 
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Pr,.5s  WJK  ,0,  'Heir' sill's  teith  Intellivision  a,  The  Broadly.  Los 
Angeles,  during  debut  of  Mattel's  home  video  system. 
meetings  with  store  personnel.  area,  and  were  the  first  to  be 
Here,  the  nature  of  Intellivision 


was  demonstrated  and  described, 
and  salespersons  from  throughout 
the  stores  were  encouraged  to  talk 
about  the  product  to  their  custo¬ 
mers.  Incentive  contests  were 
held,  with  prizes  given  to  sales¬ 
people  who  encouraged  the  most 
customers  to  visit  the  Intellivision 
display. 

“Great  enthusiasm  was  creat¬ 
ed.  says  Hoag,  "because  depart¬ 
ment  stores  thrive  on  fashion,  and 
we  are  fashion.  We  tried  to  stimu¬ 
late  a  fever  throughout  the  store. 

EMPLOYEES  BUY  PRODUCT 

One  side-result  of  this  effort, 
he  reports,  was  the  large  number 
of  store  employees  who  bought 
the  product. 

To  help  introduce  Intellivision. 
Mattel  developed  a  program  to 
train  in-store  demonstrators  in 
how  to  describe  the  system,  and 
how  to  answer  consumer  ques¬ 
tions.  1  he  three- day  program 
lasts  18  hours,  and  has  been  con¬ 
ducted  both  at  Mattel  headquart¬ 
ers  and  within  the  local  markets. 

Hoag  says  that  Mattel  is  in  the 
process  of  creating  an  ongoing 
education  and  training  depart¬ 
ment.  Our  trained  demonstrat¬ 
ors  will  then  train  store  demon- 
Niraiors  around  the  country.  ” 

The  sophistication  of  the  sys¬ 
tem.  and  the  fact  that  it  is  a  high- 
ticket,  "considered  sale”  makes 
>uch  a  program  necessary,  states 
Hoag.  You  must  pay  more  atten¬ 
tion  to  consumer  questions;  you 
must  allow  consumers  to  put  their 
hands  on  the  product  through 
demonstrations,  and  must  Jve 
them  an  opportunity  lo  closely 

scrutinize  your  sales  brochures  "  > 
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area,  ana  were  ■■ 

tagged  on  Mattel  spot  TV  adver¬ 
tisements.  Other  chains  in  the  in¬ 
dividual  markets  joined  the  pro¬ 
gram  in  the  second  week  of  the 
campaign  and  began  promoting 
and  selling  the  product  line. 

STORE  WINDOW  DEMOS 

Macy's  and  Field's  featured  live 
demonstrators  in  their  store 
windows,  while  The  Broadway 
kept  live  demonstrators  on  hand 
during  peak  business  hours  for 
two  weeks,  in  its  electronics  de¬ 
partment. 

Participating  chains  in  the 
market  areas  also  took  advantage 
of  a  Mattel  incentive  program 
that  allows  retailers  to  accrue 
monies  toward  the  cost  of  print 
ads.  says  Hoag. 

At  Macy’s.  Intellivision  is  being 
carried  in  the  electronics  depart¬ 
ment.  Bloomingdale’s.  New  York, 
is  showing  the  system  in  a  special 
consumer  electronics  department 
that  also  includes  such  items  as 
calculators,  home  security  devices 
and  stereo  systems.  The  product  is 


stocked 
York,  in  an  a 
the  TV  and 
sections. 

A  cross  merchandising 

proach  is  being  carried  *  3p 
The  Broadway.  There  a  31 
floor  department  carries  l?3"1 

hf!d  gam”'  vAidco  games.  ,n^ 
vision  and  Atari’s  home  viJ 

system.  The  Intellivision  vi7° 
game  component  and  keyin' 
component  will  also  be  st0  ^ 

upstairs  in  the  TV  department  ^ 

DRAWS  MEDIA  ATTENTION 

Pete  Wilson,  Marshall  Field 
buyer  for  cameras,  calcula,,,; 
and  adult  games,  says  the  wind,,, 

demonstrations  on  State  S- 
drew  a  great  deal  of  media  an’,' 
tion,  as  well  as  in-store  train 
Demonstrators  were  used  over 
two- week  period,  as  part  of 
storewide  “American  ldea ' 
promotion  that  showcased  Amer 
can-made  products.  “We  felt  j 
tellvision  idealy  dramatized 
American  inventiveness  in  e!ec 
tronics,"  says  Wilson. 

He  believes  the  effectiveness  ,f 
the  demonstrators  depended  n 
the  individual  involved.  T-,r:r 
personality  was  important,  and 
how  they  were  able  to  convey  to 
consumers  the  fun  of  the  item 

Don  Kapicka.  The  Broadv.  .  s 
electronics  buyer,  plans  to  u^e 
Mattel-trained,  in-store  dem«m 
strators  again  in  the  fall,  and 
thinks  they  will  be  even  m  re 
effective  then. 

"The  program  was  very  -  a 
able  in  training  my  person 
he  says.  "But  I  don  t  think  :he 
consumer  was  well  enough  a  ore 
in  the  spring  of  what  Intelln  n 
is.  In  the  fall,  though  uhen 
Mattel  is  carrying  out  a  na  n 
wide  promotional  campaign  !  be¬ 
lieve  the  demonstrators  will  -iv 
pay  off.” 


OE  offers  low-cost  ni-cad  battery  charger 


GAINESVILLE.  Fla. -General 

vctric  Battery  Business  Depart¬ 
ment  has  introduced  a  new  low- 
cost  battery  charger  for  use  with 
‘ts  line  of  nickel-cadmium  re¬ 
chargeable  batteries. 

The  new  Double  Charger"  can 
charge  twice  as  many  CE  bat- 
as  previous  GE  chargers 

chair  m,'aSter  tha"  P^ous 

chargers,  and  charges  more  than 
time,  says  the  firm. 

Hem  1sT98  b  ?h  P"CC  f°r  lhe 
introducing  the  '\comPany  ls 
special  ir  , 8  j  Pr°duci  with  a 
Uilof,3.9r8°dUa0ry  SUgSested  re- 

of  low-cost^r<mi  deve,°pment 
chargers  in 

ducuon  of  the  BC3  ^  ^ 

chargcr.  lt  retails  f  .,ature 

emails  for  $3.98 


one  size  at  a 
GE**; 


charges  four  AA  size,  tvso  t 
cells,  or  one  nine  volt  Gt 
in  14  to  16  hours.  ® 

The  new  Double  Char F 

charged* 

size  111 
to^bl 


new 

Model  BC2.  can  ® 

many  of  each  batten 
various  combinations;  up 
AA  size  batteries.  ‘ nt  ^  plVr 
ready  to  use  in  only  £hree  ^  ,n 
hours,  and  are  fully  c  fr  ¬ 
eight  to  twelve  hours. 

,  sj 

Double  Charger-Ctrc le 
on  product  card 


One  good  profit-maker 

deserves  another. 
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BRAND 


Electronic  Word  Game!  It’s  made  a  lot 
of  money  for  a  lot  of  dealers.  The  game 
itself  is  a  winner.  And  so  is  the  high-impact 
advertising  we’ve  put  behind  it.  Exciting 
commercials  on  network  and  spot  TV. 

Full-color  ads  in  magazines  like  People, 

The  New  Yorker  and  Games.  Geared  to 
generate  the  fast-moving  sales  you  always 
expect  from  Scrabble®  Brand  game  products. 
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INTRODUCING  L€XOR 

mafic  scoring  to  make  it  all  fun  and  no  work.  One  to  four  players 
take  their  pick  of  ^^5*®  JSork  TVFull-color  ads  in  national 
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tion  will  be  hot  and  heavy.  Don  t  miss  out. 


SELCHOW  &  RIGHTER 

Another  name  for  fun  and  games. 


d  ame  products  and  entertainment  services 

“BlE  is  the  registered  trademark  of  Selchow  product  card 


IMsonic  A'esents  a  FuN  Line  of  Walt  Disney’s 

Mdny  Mouse  Electronic 
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